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ea eM Oo : Policy Level Mail Order Executives 


Will you assist in this survey’? 


























For many years this office has conducted for the benefit 

of its friends and customers a monthly survey of mail order 
conditions. These reports were limited in that they con- 
solidated the results of diversified operations. 


To make these figures meaningful three separate panels have 
been set up effective with the survey for the month of 
April 1954: 


l mail order gifts 
2 business and financial service mail order offers 
J general magazines and books sold by mail. 


This is an altruistic service to the mail order industry on 

our part. The questionnaires will be tabulated on the high- 
est ethical level. To achieve maximum confidence, no names 

will ever be sought or mentioned. 





If you sell by mail and would be willing to cooperate by 
answering a one-minute questionnaire monthly, please fill 
out and return the coupon below. Your name will never be 
known, requested or mentioned. In return for your coopera- 
tion you will receive an advance bulletin for your group 
and a consolidated report for all froups. 


Maiti ng Yists Lewis Kleid Company 25 West 454 Street, New York 36, WY Judson 20830 


Lewis Kleid = Survey of Mail Order Trends 
25 West 45th Street, New York 36, N. Y. 


I shall be glad to serve on the = 
panel and answer a one-minute questionnaire monthly with the understanding that 
my name will not be known --- and that in return I will receiv’ special compre- 


hensive advance reports. 
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Name Title 
Company 


Address 
City Zone State 
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At this point 


| 
WRINKLES 


There’s no point collecting worry lines 
from folds and wrinkles in finished 
duplicating work. 

Most of the time these creases are 
caused by uneven moisture content in 
the paper. This causes a ‘‘warping”’ 
of the paper in the feed tray and these 
ridges are folded smooth as they feed 
under the roller. Sometimes the warp- 
ing is caused by a wide variation in 
paper moisture and room humidity. 

To combat wrinkling, all of East- 
ern’s wide assortment of duplicating 
papers are made with an even, correct 









moisture content .. . scientifically con- 
trolled and designed to work perfectly 
under normal office conditions. 


If you’ve been troubled by wrinkles 
why not try one of these fine papers on 
your office duplicating machines: 


Atlantic Duplicator, Atlantic Bond, 
Atlantic Mimeo, Atlantic Opaque, 
Manifest Bond, Manifest Mimeo, 
Manifest Duplicator 


All but Atlantic Opaque are available 
in attention-compelling colors. Send for 
sample packets or sheets. 
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ATLANTIC BOND [AW\Utlss PAPER 


MADE BY EASTERN CORPORATION + BANGOR, MAINE 


easteen 



































A new t 12 
ways. It attracts attention 
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letterhead for a lon 
A 


» Stimulates interest, definitely 
S, when you suggest a new, attractive 
-established customer, you're sure of doing 
turn--and a good turn for yourself, 





like a tonic to a business set in its 


eed 


as well. 












Of course, a good letterh 


ins with a choice of a 


good Bond 


Improved in both quality ghd color, "The Bond of American Busi- 

ness’ is a paper made eyfressly for those who demand the best in 
quality and appearance/for letterheads. Mead Bond is available 

in the famous moistuyé-proof, inner-wrap blue package which pro- 
tects to the moment/fof use, and also in a variety of new c 










= sei noc 
for business, 


velopes to match 


You can take 
America's 
our word, 


and many other fine Bond uses 
ct of The Mead Corporation. 
packet or write to us direct. 


' 


a win MEAD CORPORATION MEAD) 
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ir word for it that Mead Bond is incontestably 
est fiber-blended bond--and our Bond is as good as 


Cordially, 


mead Fapers 


Mead Papers 


Mead Bond is also ideal for announcements, invoices, state- 


It is, of course, a standard 
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Ask your paper merchant for a 
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“Paper Makers to America | 


i Sales Co., 118 W. First St., Dayton @ 


Sales Offices The Meac 


tel ants 
e Chicago ¢ Boston ¢ Philadeiphia ° Atlanta 


New York 
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You cannot call our cover-boy “The 
Sage of Osage County, Oklahoma’”’ be 
cause he happens to live about 100 
yards the other side of the line. But 
he zs a direct mail sage . . . and he 
certainly deserves a cover salute as an 
enterprising marketing entrepreneur. 

The story of his adventures in busi 
ness is told on page 20. All of you 
should enjoy reading it. 


Ralph Curtis is an old-timer in the 
business of influencing people by mail. 
He deserted New York some years 
ago tor a more peaceful life in Tulsa, 
Oklahoma. There, he became a stock 
holder and general manager of the 
Ross-Martin Company, a newly formed 
division of the Mid-West Printing 
Company at that time. Ralph was 
formerly advertising manager of the 
important Tax-Service Division ol 
Prentice-Hall, Inc., one of New York’s 
largest and most successful publishing 
houses. He was co-founder and the 
second president of the New York Di 
rect Mail Advertising Club. Today, he 
is chairman of the Finance Committee 
and member of the Board of Directors 
of the Direct Mail Advertising Asso 
ciation. He is also a member of the 
Joard of Directors of the Associated 
Third Class Mail Users. Ralph claims 
he’s not much of a “joiner” . . . but 
admits he is a 32° Mason. 


Through the power of the pen and 
the postage stamp, Ralph has been in 
strumental in selling millions of dollars 
of products. Many of them have had 
low units of sale, such as five-dollar 
business books or business forms sell 
ing for $3 up to as high as $40. But 
the bulk of his sales has come from 
such hard-to-sell items as loose leaf 
legal and tax services . . . selling for 
$50 to $500, and special steel filing 
equipment, designed for geologists and 








Personalized envelopes designed by ia 


Cupples have proven themselves leaders 
THE 





in the direct mail field. Our friend 
rect mai ur friends, POSTAL 


the users of Cupples Personalized SITUATION 

















embossed 
envelopes 








know that their returns 
mean additional profitable dollars 
to them. The services of our Art 
Department are available at* 
no cost or obligation to you. Call 
your Cupples representative today 
TRiangle 5-6285. Other offices in: 


Boston - Washington + Philadelphia 


eve lope COL, ne. 


Street - B yn 2, New York 
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at Chicago, urged a further study of 
what the actual “deficit” really is. He 
is one of the growing number of 
legislators who agree with the con 
tentions of the direct mail people that 
the Post Office Department should be 
separated into two functions—public 


service and commerce ial operations. 


“Tax Funds Should Pay” 


The Post Office Department, in 
Congressman Corbett’s opinion, should 
be repaid out of tax funds for all the 
work it does for Congress and the 
executive departments; it should be re 
paid from tax funds for the thousands 
of post oftices which are operated pure- 
ly as a public service and which do 
not take in enough income a year to 
pay the salaries of employees; it should 
be repaid from tax funds tor all sub 
sidies, including airline, free in county 
deliveries, and even for the loss sus 
tained by granting exemptions trom 
rate increases to charitable, educational, 
union, veteran and other non profit 
organizations. If these public services 
were taken off the Post Office De 
partment’s expenditures it is question 
able whether there would be any actual 
“deficit” left. And if there was a real 
deficit . . . then rates could be based 
on an actual commercial figure rather 
than the arbitrary and indefinite figure 
representing an enormous “deficit” 
publicized by the Post Office Depart 
ment. 

When men from both sides of the 
political fence are now arguing in 
favor of a new, sane policy for the 
Post Office Department . . . maybe 


there is some hope for all of us. 
* * * 


Note: The DMAA, on May 14, is- 
sued a three-page, mimeographed Bulle 
tin to members outlining the postal 
policy adopted at the DMAA Board 
Meeting in Chicago on May 6. Also 
describes briefly the status of both the 
House and Senate bills and lists Re 
publican and Democratic members of 
both the House and Senate Commit 
tees presently considering the bills. 
Write to George Rumage, managing 
director, at 381 Fourth Avenue, New 
York 16, N. Y., and he will be willing 
to let you see a copy even though you 


are not a member. 





REMEMBER: Mark your calendar 
for Oct. 13, 14, 15, 1954. The dates 
for the 37th Annual Convention ot 
DMAA. Better get your reservation 
at the Statler in Boston now. The 
M.A.S.A. Convention precedes the 
DMAA on Oct. 9, 10, 11, 12th. 











"Uou cart beat 
BUCKEYE” 


It’s a phrase you hear often when selection of a 
cover stock is being made. 

Printers and agency production men know, from ex- 
perience, that you cannot beat Buckeye Cover; most 
of them will say you can’t even match it—for print- 


ability, for durability, for scorability and foldability. 


Remember, if you want your catalogue, or booklet 
or house organ to be read from cover to cover be 
sure it has a cover. To make assurance doubly sure, 


insist on BUCKEYE Cover. 


There’s a world of inspiration 
for the creative man in the 
wide range of colors and fin- 
ishes in the Buckeye Cover 
line. Complete sample book 
will be sent on request to any 
cover paper user. 


THE BECKETT PAPER COMPANY ‘a..2 
MAKERS OF GOOD PAPER IN HAMILTON, OHIO, SINCE 1848 











The inside story of 
NAMES UNLIMITED INC. 


# 21 


SoME of you good folks who follow this Inside Story of the List 
Business must have wondered to yourself whether this Names 
Unlimited, Inc. was a kind of one-man band — and with good 


reason. 


In these two years, | have said very little about Names Unlimited 


as an organization. 


Well, if the head of a firm is going to run around the country con 
ducting panel discussions, auditing lists to get more complete 
information from list owners, and talking with mailers as much 
as | have done this year, he must have a superb team at home to 


carry on. 


So beginning next month, | will start to introduce the members 
of my hard working staff and try to show how each one can help 


you make your mailings more productive. 


Wyn. W aw ben. Karl 


President 


NAMES UNLIMITED, INC. 


352 Fourth Avenue Murray Hill 6-2454 New York 10, N. Y. 


Charter Member National Council of Mailing List Brokers 


OUR 26th YEAR IN THE LIST FIELD 
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We welcome your direct mail ideas and news items for this department. Send all materia! to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 


























Note to new subscribers Read this d 


undup wha t t s doing in 


lepartment with a pencil in your hand. It’s a monthly 
direct mail, Che k those items on ua An A you ¢ 
write for a specimen ask for information, or 


the purpose of these Short Notes. 


THANKS to so many of you who 
have written, phoned, wired or talked to 
us about the April feature, How to 
Think About Mail Order. Words of 
praise were more than welcome because 
it really was a headache to put the story 
together. But now that it’s done, and ap- 
proved, we'll reprint in booklet form 
which should provide a permanent an- 
swer for all the future folks who want to 


“get into mail order.” 


— 
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FISHER-STEVENS SERVICE, INC., 
345 Hudson St., New York 14, N.Y., 
has issued a new edition of “Medical 
Lists Data.” We are praising it even 
though it is very doubtful that the avur- 
age reader of The Reporter could obtain 
a copy. It is too elaborate and costly for 
general distribution. The 1954 edition is 
enclosed in a three-ring, loose-leaf binder, 
containing eight big sections. The in- 
troduction describes, with pictures, the 
internal and mechanical workings of the 
company. It then gives a short “primer 
of direct mail advertising” in the medi- 
cal field, plus a summary of postal regu- 
lations. From there on the manual, in 
the eight sections, lists state and classi- 
fication counts of: (1) physicians, gen- 
eral practitioners and _ specialists; (2) 
osteopathic physicians; (3) dentists; (4) 
druggists; (5) hospitals; (6) veterinar- 
ians; (7) other domestic lists; (8) for- 
eign lists. This combined manual pro- 
vides a wonderful market analysis for 
all the pharmaceutical and other manu- 
facturers who deal in any way with the 


medical field. 


BASEBALL SCHEDULES were used 
this spring by quite a few direct mailers 
as gimmicks for getting attention or 
maintaining customer contact. Among 
the best which came to our desk were: 
(1) A booklet from Kenneth W. Fos- 
burg Co., 559 Buffalo St., Jamestown, 
N. Y., giving a statistical history of 
baseball, together with the 1954 official 
schedules. (2) Booklet from Curtis Paper 
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Co., Newark, Delaware, for distribution 
in the Philadelphia territory. Gives 
schedules of the Athletics and Phillies, 
plus a diagram of the seat layout in the 
Connie Mack Stadium. (3) Curtis 1000 
Inc., Hartford 6, Conn., used a stiff, 
pocket filing envelope with the National 
and American Leagues’ schedules. (4) 
Detroit Tullar Envelope Co., 2139 How- 
ard St., Detroit 16, Mich., issued a 
tricky, pullout, die-cut envelope. Pull 
out the inside card to the proper date 
and the window shows where the Detroit 
Tigers play and their opponent. All were 
good promotion gadgets. 


rT 
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LONG ISLAND is not a state! A 
recent Postal Bulletin emphasized that: 
“there is a considerable quantity of mail 
of all classes being addressed merely to 
Long Island, New York, without any 
post office being named.” Long Island 
is only a part of New York State and 
comprises a large area with approximately 
200 post offices and stations. So if you 
are writing to The Reporter, be sure you 
include our Garden City address. 

Incidentally, please note in our mast- 
head next month that The Reporter's 
telephone number will be changed. As of 
July 11, all Long Island phones will go 
on the dial system. Garden City 7-1837 
becomes Pioneer 6-1837 on the New 
York exchange. We told our friends at 
Printers’ Ink that there is no ulterior 
motive behind our PI listing. We don’t 
want it. 


oad 


DIRECT MAIL MECHANICS are 
becoming more and more efficient 
to meet the challenge of a constantly 
growing volume. Latest development is 
an announcement by the Inserting & 
Mailing Machine Co., Phillipsburg, N. J., 
of its newest mass mailer . . . a combina- 
tion of an inserting machine and a post- 
age meter. The new models can handle 
either four, six or eight insert stations 
at from 3,500 to 4,500 pieces per hour. 
After the pieces are inserted, the en- 








KEEP IN 
TOUCH 


with Letterhead Trends 


Easy to do. Have your name 
put on Rising’s list to re- 
ceive their seasonal portfolio 
of outstanding letterheads 
collected from all over the 
country naturally on 
Rising paper. Keep in touch 
with who’s doing what in 
unusual letterheads. Build an 
idea file for that “let’s-get- 
up-a-new-letterhead” day. 


Rising Paper Company 
Housatonic, Mass. 
Please send copy of portfolio— 


“New Letterheads 
of the Season” 


Name 

Fim Name 

Type of Business 
Address 


City and State 














“Better Printing For 
Better Selling” .... 


is the theme of this modern-design blotter campaign launched by 
printers at 141 E. 25th Street, New York 10, N.Y 
Twelve of the nation’s leading advertising designers were assigned to 
each create a special blotter and No. 10 envelope design . 
orating the theme “Better Printing For Better Selling.” Mailed monthly 
to DD customers and prospects, the No. 10 envelope contains not only 


Davis, Delaney, Inc., 


velopes are sealed, go through the meter 
ing operation and are power stacked. 
You can get all the necessary wnforma- 
tion from the company. 

While we are mentioning mechanics, 
Ralph Fairbanks, of Fairbanks Associates 
(management consultants), Greenwich, 
Conn., appeared on the program for 
New York Direct Mail Day, May 5. He 
described new systems and techniques in 
addressing. Too complicated and lengthy 
to report here, but if you write to Ralph, 
he will send you a copy of his 36-pags 
manual, containing his outline, flow 
charts and photographic 
distributed at the New York meeting. 


illustrations, 


eee 
COLUMNIST BARRY GRAY re- 


described “illiterature 
from cranks, evil-doers and mail mani 


cently received 


acs." Movie actresses have their mail 
screened and pornography by the pound 
studio Army 


is removed by readers. 


incorp- 


officers, Congressmen, government of- 
ficials and television stars are deluged 
with vicious crackpot letters, mostly 
anonymous. Police say, according to the 
columnist, that contrary to trained opin- 
ion, the crackpot letterwriters work 
overtime in certain moon phase periods. 
The Post Office Department has a full- 
time staff tracing “haters.” This reporter 
has received his share of such letters . . . 
but the average person rarely thinks of 


this seedy side of the mail operation. 


eee 


THANKS to the American Business 
Writing Assn. for a page in its April 
1954 Bulletin. Analyzes one issue of 
The Reporter. The editor comments that 
the ABWA Bulletin and The Reporter 
together give so much material that the 
teachers could dispense with any formal 
text for teaching better business writing 
and direct mail. 


the blotter, but also a small biographical folder about the month’s fea- 
tured designer. Campaign artists include Lester Beall, Will Burtin, Suren 
Ermoyan, James Flora, Robert Gage, George Giusti, George Krikorian, 
leo Lionni, Joseph Low, Herbert Matter, George Samarjan, and Alex 
Sternweiss. Recipients will vote for a winning design at the end of the 
campaign, and the top designer will receive a special award from DD 


SINCE HORSE AND BUGGY 
DAYS, advertisers have used compara- 
tive prices in an effort to stimulate sales. 
What does the public believe about these 
advertised price cuts? What savings 
claim produces the maximum result for 
the advertiser's dollar? At what point 
does the law of diminishing returns set 
in? What users of comparative price ad- 
vertising are liquidating public confidence 
in all advertising? The answers to these 
and many more questions about compara- 
tive price advertising are contained in a 
report, “What People Believe About Ad- 
vertised Price Cuts,” by G. H. Dennis- 
son, general manager, Better Business 
Bureau of Pittsburgh, Inc., (Oliver 
Building, Pittsburgh 22, Pa.) presented 
at the 40th Annual Conference of the 
Association of Better Business Bureaus, 
in San Francisco, on May 4. The report 
was originally prepared in cooperation 
with the Statistical Department of Du- 
quesne University, School of Business 
Administration, and other Better Busi- 
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Another “Yoon Yun” Inspiration: 
Carl Vienot's Telephone Teaser 


Although more than a year has gone by since we told the story of 
Union Bag & Paper Co’s fabulous Yoon Yun campaign in the April, 
its ramifications are still making direct mail news. 
The epitome of direct mail showmanship has inspired many producers. 
Last month we reported how a top-quality engraving producer was in- 
spired by Yoon Yun (see last month’s Reporter, page 36). This month 
we hear from Carl G. Vienot, Inc. (advertising), 134 Summer Street, Bos- 


1953 Reporter .. . 


folder . . 


ton 10, Mass., with his teaser campaign shown above. Says Carl: “This 


ness Bureaus throughout the country. 
This comprehensive and valuable report 
has been reprinted in booklet form, 
which is available at $2 per copy. We 
think a study of it might be valuable to 
mail order operators because of the sta- 
tistical case histories, which seem to 
prove that when savings claims rise, pub- 
lic confidence falls. At any rate, G. H. 
Dennison should be complimented for 


tackling the job. 
JJ) 


THE MILES KIMBALL AWARD 
COMMITTEE for 1954 has been ap- 
pointed by the Mail Advertising Service 
Assn. Lewis L. Fink (Lewis Advertising 
Co., 6 S. Greene St., Baltimore 1, Mary- 
land) is chairman. Lew reminds us that 
nominations for the award can be made 
by anyone interested in direct mail. It 
is not restricted to members of the 
MASA. Nomination forms will soon be 
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sent by mail to all MASA and Direct 
Mail Advertising Assn. members. Be- 
cause of second class regulations, we 
cannot include one of the forms in the 
magazine. But if you have someone in 
mind who should be a candidate for the 
1954 award (for outstanding service to 
direct mail), send his or her name to 
Chairman Fink at the address above and 
give your reasons why. 


| 
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[) JACK AYRES, of Sugarbush Farm, 
Woodstock, Vermont, thinks we ought 
to give a pat on the back to Lumber- 
men’s Mutual Casualty Company for an 
outstanding job of good public relations. 
We agree. Recently the company sent a 
“Good news for you” form letter to cer- 
tain policy holders describing and en- 
closing a new rider which voluntarily 
extended the coverage of the policy. It 








campaign was really inspired by your wonderful write-up of the Yoon 
Yun campaign a year ago.” Carl is fortunate enough to have a phone 
number that when dialed alphabetically spells M-A-I-L4-N-G. All of his 
mechanical production services will be promoted under that tag. The 
teaser announcement consisted of post cards, hand addressed, and 
mailed about a week apart. The center piece above is the explanatory 
. and lower right shows a gadget dial (tip-on) follow-up folder. 


made a big hit with Jack and other 


recipients. 
oe J 


[) TEATIME TALKS is an idea de- 
veloped by the British Direct Mail Ad- 
vertising Assn. And it could be adapted 
over here by Local groups. We found 
cut about them when we visited with 
George F. Sayers (O’Brien, Sayers of 
Canada, Limited, 1155 W. Pender St., 
Vancouver 1, B. C., Canada) when he 
returned from a visit to London. Then 
we wrote to Kay Murphy (Linguaphone 
Institute, Ltd., 207 Regent St., London, 
W. 1, England) to get the details. Ac- 
cording to Kay, the Teatime Talks idea 
has been very successful (better than 
luncheons where folks have to get back 
to their offices). The meetings are held 
once a month in late afternoon. Very 
informal. Each month there is a “brain 
trust” panel to tackle real problems met 
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MAILING 
LIST 
SERVICE 


150,000 
BUYERS 


of a 


CATHOLIC BIBLE 


at $29.95, sold on 
installment plan. 
Bulk of names in 
North and North- 
eastern states. 


$15. per M 
on rental, 
includes addressing 





Write or telephone 


140 WEST SS5STH STREET, NEW YORK 19, N.Y. 
JUDSON 6-3768 


for details 





Member 
Nationa ) 
* Mailing List 


Brokers 


Llticl? 
ADDRESSING 
MACHINES 


offer you the only competition 





you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 


Addressing Machine Co., 


127 Albany St., Cambridge, 
39, Mass. 









by the members on pre-arranged sub- 
jects for discussion. Kay reports much 
enthusiasm and says “direct mail is grow- 
ing in importance in commercial life 
over here, and people are realizing how 
valuable it is to plan direct mail cam- 
paigns as carefully as all advertising 
campaigns.” 
_— 
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THE SEARCH for the best direct 
mail campaigns in 1954 is now getting 
started. All Reporter readers will soon 
be receiving announcements and contest 
forms from the Direct Mail Advertising 
Assn. for the Annual “Best of Industry” 
Contest. Awards will be shown for the 
first time at the Boston Convention. En- 
tries can be made from any country and 
are not restricted to DMAA membership. 

Canada has its own Direct Mail Lead- 
ers Contest. It is sponsored by Provincial 
Paper, Limited, and entry forms and 
rules can be obtained from the company 
at 388 University Ave., Toronte 2, On- 
tario, Canada. The contest is limited ex- 
clusively to Canadian 
closes September 15. 


campaigns, and 


— 
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THE PHILADELPHIA DIRECT 
MAIL CLUB, at its May 12 luncheon 
meeting, elected a new slate of officers 
for the 1954-55 term. Here are the 
folks who have to do the work: Robert 
A. Adams (Provident Mutual Life Ins. 
Co.) president; Frank E. Childs (Pnuil- 
adelphia Quartz Co.) vice president; 
Helen S. Hogg (Provident Mutual Life 
Ins. Co.) secretary; Adella Uknalis (Fen- 
ton Label Co.) treasurer. 


-_ 
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STUDENT MARKETING INSTI- 
TUTE, 730 Sth Ave., N. Y. C., mailed a 
tassled cardboard mortar as a reminder 
of their May 24th Student Market Clinic 
at the Hotel Roosevelt, N. Y. Tassle and 
cap part of the mortar wer nade of 
black crepe paper. Across the wp of the 
mortar, large message in yellow fluores- 
cent ink read: “Don’t keep this date 
under your hat—Student Market Clinic, 
Hotel Roosevelt, May 24!” The meeting 
itself was well-received. Morning and 
afternoon discussion groups covered 
many facets of building better communi- 
cations between industry and students. 


JJd 


A PECULIAR PROBLEM 
us this month. Several years ago this 
reporter appeared before the National 
Convention of the Tuberculosis and 
Health Assn. During the discussion per- 


reached 





iod, we suggested that the annual, end- 
of-year seal sale might be better if con- 
tributors were informed during the year 
on TB needs and activities. One local 
executive took the advice seriously and 
prepared a modest, four-page, letter-type 
folder containing a financial statement 
and a description of the work for better 
health in the community. The idea was 
to send this “pre-mailer” two months 
before the annual seal sale appeal. But 
some of the local directors kicked. Said 
it would look like they were spending 
too much money and that it might hurt 
future seal sales rather than help. Our 
opinion, when requested, was that it 
should help rather than hurt, because it 
would counteract recent negative pub- 
licity and show contributors exactly what 
their money was being used for. To 
settle the argument, we suggested that a 
test be made this year on only half the 
list. Then keep an accurate record of 
the average per capita contributions from 
those who received the pre-mailer as com- 
pared to those who did not receive it. 
Base future operations on the result of 
the test. Hope we are right. 


e@ee 


POTOMAC COVER is sampled in 
this new 6° x9" book just released by 
Wheelwright Papers, Inc. It shows the 
new brighter White-White shade stock 


which has been in production for sev- 





eral months. Each at Potomac’s 12 colors 
is sampled, along with three embossed 
finishes and four weights. You can get 
a copy of the new sample book by writ- 
ing to Wheelwright at 118 W. Ist St., 
Dayton 2, Ohio. 


eee 


THE BOOKSELLERS had a special 
day-long workshop at the Hotel Roose- 
velt in New York on May 14. Panels 
and roundtable discussions all morning 
and all afternoon. A fine program and 
much interest in all the ramifications of 
direct mail. Sponsored by the Direct 
Mail Advertising Assn. under the chair- 
manship of Joseph Vergara (Harper & 
Brothers). Frank Egner (Doubleday & 
Company) was the featured luncheon 
speaker. Just as good or better as when 
he first appeared at a DMAA conven- 
tion in 1933. His punch line is worth 
remembering: “Wherever there is a 
focused market, books can be sold most 
economically by direct mail.” That rule 
could be applied to nearly every com- 
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mercial undertaking. Wherever you have 
a focused market, direct mail is the most 
economical medium. 


eed 


CORRECTION! A “global letter” 
was described in our April issue as 
something new (a tricky envelope with 
postmarks and stamps from various coun- 
tries). We now remember that this stunt 
was described in Harry Latz’ Expose for 
1952. Although Expose ceased publica- 
tion, we want to give credit where credit 
is due. Harry developed the “global let- 
ter” idea many years ago. Incidentally, 
in the same issue, we described Harry 
Latz’ new and magnificent letterhead for 
Spellbee, Inc. Suggested writing for it. 
The printer or somebody dropped a 
seven in the address. Harry's proper ad- 
dress should read: 167 West 10 St., New 
York 14, N. Y. 


eee 


“WHY TRAVEL THE WORLD?” 
asks an address tag attached to a simu- 
lated suitcase package mailed by Foote 
& Jenks (flavors), Jackson, Mich. Travel 
labels of London, Paris, Rome, etc. are 
printed on the black “suitcase” box. In- 
side, a small folder lists F & J products 

and makes the point again with 
“Why travel the world seeking flavor 
improvements -— You can do better in 
Jackson, Mich. Foote & Jenks have spent 
70 years developing and_ improving 
flavors you should try, then buy.” 


A CRACKERJACK TESTIMONIAL: 
Bob Rubin of Circulation Associates, 226 
W. 56th St., New York 19, N. Y. made 
good use of a recent testimonial he re- 
ceived from The American Bible Society. 
Dr. Taylor of the society wrote thanks 
for the “crackerjack job” done in making 
25,000 changes in the society’s record 
list. Bob mailed a real package of 
Crackerjack popcorn along with a pro- 
cessed letter telling about Dr. Taylor's 
testimonial. Tipped on to the letter was 
a small plastic miniature of Crackerjack’s 
sailor boy trademark. Said Bob's letter: 

. when any job goes out, whether it’s a 
routine affair or a special rush, as Dr. 
Taylor’s was, we make certain that, in 
the words of the old Crackerjack slogan, 
there’s A Prize In Every Package!” 


e@ee 


FTHE ENCYCLOPAEDIA BRITAN- 
NICA is furnishing its local or area rep- 
resentatives with attractive mailing pieces 
to secure orders or inquiries. We noticed 
some of them are using the Simplified 
Addressing regulation for covering pros 
pective areas. We wrote to John Mc- 
Hugh (425 N. Michigan Ave., Chicago 
11, Ill.) to see if he had any statistics 
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your printer knows and 
trusts this watermark 


 UEROORE. 


MADE IN U.S.A 








In selecting a paper for your letterheads, 
envelopes and other business stationery, 
follow the recommendations of the nation’s 
leading printers and lithographers. Their 
overwhelming selection of Nekoosa Bond has 
made it one of the largest selling bond 
papers in the world. So why not take a tip from 
your printer? When looking for a better paper, 
just look for the Nekoosa watermark. 
Nekoosa-Edwards Paper Company, Port Edwards, Wis 













America does business on 


NEKOOSA 
OND 


w& Pauys C6 plan With Your pind 
















There’s only 


One 
DICKIE- 
RAYMOND 





DIRECT ADVERTISING 
and 
SALES PROMOTION 


for 33 Years 
* 


Planning 
Writing 
Production 


i 


521 FIFTH AVENUE 
NEW YORK 
SHERATON BUILDING 
470 ATLANTIC AVENUE 
BOSTON 








HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 
VOLUME FROM 


Mor ly 


MAIL ORDER LIST SERVICE, Inc 
B Ne ry St.. I 6. M 


NEW MAIL ORDER CUSTOMERS IN VOLUME 


Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newerk, N. J. 
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on returns as compared to addressed 
mail. John reports that it is hard to get 
a statistical analysis because the repre- 
sentatives use their own discretion in 
mailing methods, but he adds that the 
use of the Simplified Addressing system 
is growing in their organization and that 
results have been “satisfactory.” 


JJ 


[] ANOTHER DELAYED ACTION. 
We have reported in previous issues pe- 
culiar cases of orders being received from 
an ancient mailing. M.P. (Buster) Brown, 
158 W. Magnolia, Ft. Worth, Texas, 
writes that on May 12, 1954, an order 
came in from a firm in Fresno, Calif., 
for an item offered for sale by mail in 
1941 (13 years ago). There was only 
one mailing of about 40,000 made in 
1941. The offer was never repeated be- 
cause the original mailing was not profit- 
able enough to continue that particular 
appeal. 


—_— 
oad 


A 1954 ROSTER of the members of 
the Hotel Sales Management Assn. has 
been received from Adrian Phillips, 
executive vice president, 1325 Boardwalk, 
Atlantic City, N. J. It is a fine job in 
98-page, 4° x 854" size. Should be valu- 
able for anyone dealing with the hotel 
market, and particularly to association 
and sales executives to aid them in mak- 
ing convention and meeting plans. Most 
of the convention hotels in the country 


* belong to the HSMA. Adrian didn’t say 


anything about a price, so we suppose it 
is available to all executives who write 
for it. 


7) 


“MORE PROFITS AND PRESTIGE 
THROUGH CREATIVE DIRECT 
MAIL” . . . is the slogan selected by 
the Boston Direct Mail Convention Com- 
mittee. You will be hearing a lot about 
it during the summer and early fall 
through promotion pieces you get in 
the mail. We have seen the preliminary 
program outline and it suits us just fine. 
Better get your reservations at the Statler 
Hotel for October 13, 14 and 15. 


7] 


] GADGETS can be used in the fund 
raising field. G. R. Bryson, executive 
commissioner, The Boy Scouts Assn., 618 
Dundas St., London, Ontario, Canada, 
sent us a clever piece used last fall for 
promoting “Apple Day”. A french fold 
circular, titled Open the Door, has a die- 
cut door which opens and reveals the 
picture of a boy. Inside is a message on 


how donations can help open the door to 
better things for potential Scouts. En- 
closed is a die-cut red apple which car- 
ries details about Apple Day. The civil 
population in London is about 97,000. 
Better than $10,000 was collected on 
Apple Day last October. 


} WHAT IS A CUSTOMER? This 
biack, red and gold decalcomania (orig- 
inal size: 34" x 534")is offered to busi- 
ness executives by Palm, Fechteler & Co., 
decal specialists at 85 Maple St., Wee- 
hawken, N. J. What Is A Customer? lists 







WHAT IS A CUSTOMER 
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the seven most important attributes of 
any company’s customers a good 
credo for any concern. If you'd like a 
copy for your office wall write to sales 


tnanager Stanley Cossey. 


eee 


OLD COLONY NEWSPAGE, h.m. 
of Old Colony Envelope Co., Westfield, 
Mass., reports that fancy envelope lin- 
ings are on their way back into public 
favor. Used primarily for correspondence 
and greeting card envelopes, linings were 
popular in the 1920's. Cost of fancy lin- 
ings gave way to inside tinting in the 
early °30’s .. . then in the early 1940's 
tinting also faded out in favor of high 
grade plain matching envelopes. Now, 
reports Old Colony Newspage, the cycle 
toward fancy linings seems to be on the 
upward swing again. New manufactur- 
ing methods should bring the cost of 
fancy linings down this time. 
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() THE FACT FINDER is the name 
of a syndicated series of se!f-mailers be- 
ing furnished to manufacturing plants 
to be mailed to employees at their homes. 
It is being edited, produced and pro- 
moted by Harry T. Everingham, 35 E. 
Wacker Drive, Chicago 1, Ill. The little 
mailers are issued twice a month. Copy 
is well written and helps sell the con- 
stantly battered American way of life. 
Perhaps you should write for a sample 
to find out what it’s all about. 


JJ) 


[] 3-D POP-UP MAILINGS are pic- 
tured and described in a new bulletin 
published by Freedman Cut-Outs, New 
York die-cutting firm. The bulletin states 
that mailings utilizing die-cuts have 
proved time and time again to be most 
dramatic and most memorable in the 
daily competition for buyers’ attention 
in the morning mail. Write to William B. 
Freedman, president of Freedman Cut- 
Outs at 34 Hubert St., New York 13, 
N. Y., and ask him to send you a copy. 


JJ) 


] ALL THE KING’S HORSES is the 
title of a beautiful 8° x9" booklet de- 
scribing the hand bindery operations at 
R. R. Donnelley & Sons Co. (The Lake- 
side Press), 350 E. 22nd St., Chicago 16, 
Ill. Not only does it explain Donnelley’s 
hand bindery craftsmanship, but it also 
gives recommended pointers on how to 
care for valuable books, documents, 
manuscripts, etc. Protective measures out- 
lined are valuable to collectors, librarians 
and anyone wishing to preserve docu- 
ments. 


JJ) 


] MOTELS are becoming a tremendou; 
mail order market. Because of their rura) 
nature, managers of motels buy most of 
their equipment and supplies by mail. 
There are now more than 50,000 motels 
doing an annual business of 1.5 billion 
dollars, and this dollar volume is in- 
creasing at the rate of 100 million a year. 
You can get a very interesting booklet, 
Market Analysis of the Motel Industry, 
from Jack W. Payne, sales prom. mgr., 
American Motel Magazine, 5 S. Wabash 
Ave., Chicago 3, Ill. It should be in the 
working kit of anyone with a potential 
market in the motel field. 


[) A NEW PURCHASING AGENTS’ 
DIRECTORY has been published by 
Dunhill International List Co., 565 5th 
Ave., N.Y.C. Dunhill says it’s the first 
directory of purchasing agents to be 
published in this country in the last 25 
years. The directory lists almost 40,000 
names of purchasing officials of the 
country’s leading industrial, commercial, 
financial and transportation firms. Also 
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ua «6M ENVELOPES 
Seals instantly ... without moisture. Just 


fold flap down—touch—and the envelope 
is sealed. Tension “Touch ‘n Seal” Enve- 
" lopes are already saving time and money 
"| for many firms... speeding up packaging, 
payroll handling, catalog mailings, photo 
finishing, etc. Tension “Touch ‘n Seal” 
Envelopes may have an application in your 
business. Write for samples today! 


ANOTHER TENSION BILT-TO-FIT ENVELOPE 


Whether it's usual—or unusval— 
for all envelopes contact 








Qiatis” “I[ENSION ENVELOPE CORPORATION 


NEW YORK 36, N. Y. . 522 Fifth Avenue DES MOINES 14, 1OWA «+ 1912 Grand Avenue 
ST. LOUIS 10,M0. + 5001 Southwest Ave. KANSAS CITY 8, MO. « 19th & Campbell Sts. 
MINNEAPOLIS 1, MINN. © 129 North 2nd St. FT. WORTH 12, TEXAS + 5900 East Rosedale 








JUST OFF THE PRESS! 


The American Directory of 


PURCHASING AGENTS 


The FIRST and ONLY NATIONAL DIRECTORY of 


35,000* 
PURCHASING AGENTS 


of the country’s leading 


« Industrial Plants ¢ Hospitals & Institutions 

e Mills & Factories « Foreign Buying Missions 

© Defense Plants © Department & Specialty Stores 
« Food Processors + Banks & Insurance Companies 
* Brewers & Distillers « Large Advertising Agencies 

e Utility Companies « Railroads & Steamship Lines 

© Hotels & Clubs * Educational institutions 

« Farm Cooperatives + Government Agencies 

« Airlines & Airports + Communication Companies 


Coming off the press soon * One printing enly 





* Approx. 


Five Complete Directories in One 
« INDUSTRIAL + FINANCIAL + COMMERCIAL + GOVERNMENTAL 
¢ INSTITUTIONAL ORGANIZATIONS 


This indispensable business tool places at your fingertips the names of the men who 
buy BILLIONS of dollars of Domestic & Foreign goods annually, 


Just off the press — ORDER NOW! $ 50°° 


Write cn your business letterhead for FREE Catalogue of 1500 Mailing Lists 


DUNHILL INTERNATIONAL LIST CO. Inc., Publishers 
565 Fifth Ave., New Vork 17, N. Y. * Plaza 3-0833 


gh Dun 
Copyright, C 





faced 
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have double-barreled 
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. especially your sales story 


; presented via Garden City 
Envelopes 


NEAT + EFFECTIVE 


Panorama correspondence envel 


SIMPLE - 


ope, window style, dramatize the 


sfling re 


ssage 


. .. There’s no gainsaying the ef- 
fectiveness of the double-barreled 
sales impact achieved by these en- 
velopes. This same effectiveness 
can be employed to your good ad- 
vantage, regardless of product or 
service, or the type of envelope 
used. And 
surprised at the little cost. Con- 


sult with G. C. 


you'll be pleasantly 


-and see. 
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lists all purchasing agents for county, 
state and government purchasing bureaus. 


The directory has over 700 pages and 
sells for $50. 
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JOHN PLANK, of Marion, Ohio, is 
still trying to find the meaning of a 
classified ad he found in the World- 
Telegram on a visit to New York. It 
read: “WANTED—A HOUND’S 
TOOTH. Must be clean. Send to Box 
696/13. 390 Park Ave., N. Y. 22, N. Y.” 
Do any mail order specialists have a 
supply of good, clean hounds’ teeth? 


A TREND. Quite a number of manu- 
facturing companies have prepared book- 
lets, or manuals, on the proper use of 
direct mail . . . for distribution to their 
dealers, fabricators or retail outlets. The 
only trouble is: they cannot be named 
in these Short Notes because the manu- 
facturers are limiting distribution to their 
own area of contacts. Some recent ones 
have been excellent. We think the trend 
is fine. Direct mail is being explained 
to more and more business people. 


NOTE TO EDITORS OF 4-PAGE 
HOUSE MAGAZINES: Hugh M. Line- 
weaver, manager of the Advertising & 
Sales Research Dept., Forest Fibre Pro- 
ducts Co., P.O. Box 68, Forest Grove, 
Oregon, would like to exchange his regu- 
lar monthly four pager with other editors 
using a similar format. He thinks the ex- 
change of ideas might be mutually profit- 


able. 


ALEXANDER PAUL, who has been 
director of management services for the 
Printing Industry of America, has re- 
signed to become (effective August 1) 
sales manager of Dittler Brothers (print- 
ers), Atlanta, Georgia. Alex has done a 
wonderful job with PIA in organizing 
and supervising the management 
ferences around the country. He will be 
greatly missed, but has landed in a 
good spot. Good luck! 


con- 


FOTOS FROM FLORIDA is a help- 
ful portfolio containing samples of the 
work of 50 Florida photographers. The 
file is compiled by The Florida Photog- 
raphers Assn., 475 E. 24th St., Hialeah, 
Fla., and mailed to clients who may 
need Florida pictures. Sale and lease ar- 


rangements for pictures in the portfolio 
can be made directly with the photog- 
raphers. Additional samples for the file 
are sent from time to time. 


eee 


[) MAIL ORDER OPERATORS AND 
PUBLISHERS should be interested in a 
new booklet explaining the services of 
Fulfillment Corp. of America, Marion, 
O. Tells how their 300 trained specialists 
handle direct mail, magazine fulfillment 
and statistical analysis. Write to FCA at 
381 W. Center St., Marion, O. 


eed 


[() NEW YORK CITY'S WATER 
SHORTAGE has created the need for 
the City to conserve 100,000,000 gallons 
per day. To help the “Stop Water 
Waste” campaign label printer Allen 
Hollander, president of Allen Hollander 
Co., 385 Gerard Ave., Bronx, has offered 
“Save-Water” labels to the city adminis- 
tration at 


no cost volunteering as 


many labels as can be distributed for 
display in public and private washrooms, 
other places where water 
Holiander (left) is 
shown here presenting the first press run 
of his “Stop Water Waste” labels to 
Arthur C. Ford, New York Commissioner 
of Water Supply. 


kitchens and 
is consumed. Mr. 


eee 


IN THE FEBRUARY REPORTER 
‘page 14) we told how Taylor & Co., 
airect mail advertising firm at 625 N. W. 
17th Ave., Ore., appointed 


over 250 of 


Portland 9, 


their customers and pros- 
of the 
idea 


Long 


pects honorary “vice presidents” 
angle on the 
comes from the Wilton Hotel, 
Beach 2, Calif. Convention Manager 
Ralph Breshears mailed prospects a stock 
certificate making them a “Pre- 
ferred Stockholder” in the hotel. Letter 
accompanying the certificate read: “You 
are now a Preferred Stockholder in the 
Long Beach Wilton Hotel. When you 
walk through the front door . .. we 
want you to feel like you own it. These 


company. A new 
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shares entitle you and your organization 
to “preferred convention service’ in one 
of America’s leading convention hotels. 
Clever idea. 


eee 


[] MILTON PAPER CO. INC., has 
issued a new edition of their Price List 
and Catalog. Lists grades, sizes, colors, 
grain specifications with all prices. A 
classified index offers a quick reference 
to various categories and a help- 
ful bulk, weight, and caliper chart has 
been included to help the paper estim-- 
tor. You can get a copy by writing to 
the company at 100 W. 22nd St., New 
York 11, N. ¥. 


eo 
eee 


[] CHARLES LANDER is _ congratu- 
lated on his appointment as executive 
vice president and general manager of 
Reinhold-Gould, Inc., 535 Sth Ave., 
New York 17, N. Y. He was presented 





with a pen set given to him by employ- 
ees of Reinhold-Gould and Aldine Paper 
Companies. R-G president Harry E. 
Gould (right) is shown making the 
presentation. 


—_— 
eee 

7] HOW'S YOUR SEX VOCABU- 
LARY? A press release from Hannah 
Publications, La Crescenta, Calif., tells 
us about the publication of America’s 
first sex dictionary . . . hot off the 
press last month. We quote from the 
release: “The dictionary, offering for the 
first time a newly created vocabulary of 
sex, will present speakers and writers 
the opportunity to lift the field of sex 
discussion from vulgarism to elegance.” 
It has 112 pages and comes in two edi- 
tions: Hard cover, $1.50, Soft cover, 
$1.00. Dan Paul, publishers’ representa- 
tive, says the newly coined dictionary is 
neither illustrated nor instructive in sex- 
ual behavior. 
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O INTERNATIONAL CORRE 
SPONDENCE SCHOOLS has added a 
new letter writing course to their cur- 
riculum. Authored by Mary D. Rhine- 
lander, former correspondence manager 
of the N. Y. Brokers Assn., the new text 
is a work manual with eight instruction 
units and correction service on eight 
examinations. Analysis and correction of 
the carbons of 64 actual letters written 
by the student is an integral part of the 
course. Write te John C. Villaume, Dean 
of Faculty, I. C.S., Scranton 9, Pa., for 
complete information. 


eed 


(7 LONG-RANGE WEATHER FORE. 
CASTS are being tested by New York 
Wire Cloth Co. (manufacturers of Durall 
screens) as an aid to dealers. A four- 
page folder giving weather forecasts for 
three months in advance were mailed to 
more than 10,000 Durall dealers. The 
price was prepared by Weather Trends, 
Inc., a weather consultant group that 
specializes in long-range forecasting. 
N. Y. Wire Cloth Co. advertising mana- 
ger Richard J. Wall says that intelligent 
use of the forecasts can help dealers 
time their advertising and display of 
screens and other weather-sensitive pro- 
ducts to coincide with favorable weather. 
Weather Trends, Inc., forecasts might be 
very valuable to large mail order opera- 
tors. Write to them for information at 
550 Sth Ave., New York 36, N. Y. 


[] AND LETTERHEAD LOGIC is the 
name of a new portfolio produced by Ed- 
win Bird Wilson Co. (advertising) of 
New York for R. O. H. Hill, Inc. (let- 
terhead designers) at 270 Lafayette St., 
New York 12, N.Y. Designed as a pack- 
age unit for answering publication in- 
quiries, Letterhead Logic contains stand- 
ard samples and inserts of Hill-designed 
material. After years of concentrating on 
engraved letterheads, the Hill portfolio 
makes a direct bid for lithographed let- 
terhead business for the first time. They'll 
send you a copy of Letterhead Logic if 
you use more than 5,000 letterheads a 
year. 


THE LATEST “CLIP BOOK” of 
stock art from A. A. Archbold, Pub- 
lisher (P.O. Box 20740, Los Angeles 6, 
Calif.) contains 600 spot illustrations 
ready to cut out and use for reproduc- 
tion. The Offset Scrapbook No. 9 has 24 
pages of line illustrations dealing with 
subjects such as holidays, sports, vaca- 
tion, music, etc. A special section is de- 
voted to column headings for house mag- 
azine editors. Printed on Krome-Kote 
stock, and priced at $6.00. 


(Continued on page 48 





NEXT TIME — 


consult a Direct Mail 
Spectalist 
—if you want the last ounce 
of measurable results. Some 
of the largest national adver- 
tisers and direct mail users 
have found it profitable to 
retain THE BUCKLEY OR- 
GANIZATION, Lincoln- 
Liberty Building, Phila. 7. 


Write today for free folder 





FULL COLOR 
POSTCARDS 





for less than 1¢ apiece! 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with their exclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses Write today for free 
samples and price list. 


Department R-6 
H.S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 
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/ 3S) and keep costs down, quality up 
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HOW PRODUCT RESEARCH 


DEVELOPED A MAIL ORDER SUCCESS 


by Ralph T. Curtis, 


Roas-Martin Company 





Reporter's Note: Here is one of the feature 
talks at Chicago Direct Mail Day (May 7th). 
Ralph Curtis is major-domo at Ross-Martin 
Company, Tulsa 1, Okla. He was formerly with 
Prentice-Hall in New York. Ralph's work has 
been mentioned before in The Reporter 

particularly in the April feature “How To 
Think About Mail Order”. The quotes in 
April gave only part of the story. Here, for 
the first time, Ralph tells exactly how de- 
liberate product research was responsible for 
setting up a successful mail order operation 
Seems to us that the same technique could 
be employed by many other manufacturers 





It was my privilege, last February 
9, to hear Larry Chait—DMAA’s pres 
ident—give a talk before the Adver 
tising Club of Boston, on “The Seven 
Priceless Ingredients of Successtul Di 
rect Mail Advertising.” Three of the 
ingredients he mentioned were 

1. An Excellent Product 

? Need tor the Product 

3. Repetitive Sale. 

Let me warn those of you young 
wopefuls, who dream of having your 


own mail order business somic day, that 


BEFORE you prepare your direct mail 
campaign—BEFORE you even com 
pile your list of prospects, you'll prob 
ably have a major job of Product Re 
search on your hands 

The best maul order copy in the 
world will be a conspicuous failure 


' 
if the product is sub-standard in qual 
ity and if tt is not needed or wanted 


On the other hand, if the product is 


excellent and IS needed or wanted 
but has remot possibility ot repeat 
sales—then the chance for generous or, 
even, slender profits is remote. Take 


gold-plated safety razors and Steinway 
ywanos, as examples. 

It proved to be an interesting gam 
ble when, in the late forties, | decided 
o invest my time ind money in a 
business in the Oil Capital of the 
World. We had a modern 


plant. In addition to a substantial job 


printing 


printing business, the company had 
built up about $50,000 in annual sales 
at that time on what I considered ideal 
mail order products. For instance, cer 
tain types of business forms were 
standard for most oil producing and 
drilling companies. The forms were 
printed in fair-sized quantities and 
were sold out of stock in small quanti 
ties. One of our objectives was to util 
ize our entire printing plant, as quick 
ly as possible, for supplying atl our 
printed products, which are sold by 
mail only, and to gradually eliminate 
ll job printing sales. This will have 


been iccomplished in another year or 


so. 

Product Research, before I took 
charge of sales, had been excellent on 
a few products, but not too good on 
others. That was not discovered until 
we had made some test mailings. Re 
sults, usually, could not be evaluated 
for several months, because prospects 
may want something we offered today, 
but may have a three to twelve 
months supply of forms on hand 
which they must use first. 

Certain forms sold well. Others did 
not The forms which sold well proved 
to be (1) excellent products—well-de- 
signed, (2) products which were 
needed, and (3) high in repetitive 
sales. The ones which moved slowly 
proved to be either poorly designed or 
printed ten or more years too late. 
That is how we happened to make 
Product Research an immediate and 
important project. Sales momentum 
the first two years was too slow. We 
needed more good products to sell. We 
also needed products to serve a broad 
er market. By narrowing our market 
to one industry we were limiting our 
growth and inviting a more precipitous 
slump during a depression. 

[These steps were taken, which 
started our sales zooming while Pro 
duct Research was slowly progressing 


1. Certain forms—needed and want 
ed by practically any employer in the 
United States who had 50 or more em 
ployees—were designed by expert 
forms engineers. (The need had al 
ready been established and reported to 
us from outside sources.) Only 52,000 
such firms in the United States were 
potential prospects. We had to test 
many lists to reach them. Weeks were 
spent in copy preparation and in plan 
ning campaigns. It pleased our ego to 
see orders pouring in from all 48 
states—to see well-known, blue-chip 
companies in New York, Chicago, 
Boston and other places turn their 
backs on sources of supply near at 
hand and fall under the spell of our 
copy ... and buy from a small com- 
pany in a small, mid-western city. The 
sales expense on initial orders was as 
high as 35%—the expense on repeat 
sales is as low as 3%. This has been 
a most profitable business for us. 

Several . years before I came on 
the scene, the company had published 
a book on oil production accounting. 
It took them about eight years to sell 
1,100 copies of the book at $5 per copy. 
\ few days after I arrived, a revised 


edition came off the press. Belatedly, 


they discovered that costs on the new 
book had gone up more than they re 
alized and that, in order to make a rea- 
sonable profit, the book must sell for 
$15. With tongue in cheek, the cam 
paign was planned. Copy was pre 
pared that presumably would make the 
prospect realize he was getting a 
bargain. 

Although it took eight years to sell 
the first 1,100 copies at $5 each, it took 
only 22 months to sell 5,000 copies of 
the second edition at $15 each. And 
this was in a restricted market with 
only an estimated 9,000 to 10,000 po 
tential prospects. We thought the mar 
ket was just about saturated. However, 


we took advantage of a lower cost on 
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reprinting and reduced the price to 


$9.50. More than 15,000 copies of the 


hook have been sold ind profitably! 


3. Prior to my entry on the scene, 
the company had developed a steel 
cabinet for filing we logs tor geo 
logists It was a_ sectional cabinet 


three drawers to the section—with a 


separate top and base. It was designed 


in two sizes for filing log strips in 
several lengths. Well logs, one of our 
best-selling products, are 244” up to 
3 in width: are 43” up to several 


feet in length, and printed on heavy, 


tough, white paper. The strips are filed 
on edge in shallow drawers. Our com- 


petitors offered wood cabinets only. 


Che log strips are heavy. Wood 
lrawers were hard to handle in dry 
weather and almost impossible in wet 
weather. 

Our Product Research was good 
the cabinets were well built with 
heavy duty ball be irings supporting 
each drawer. Suspensions permitted 
the drawers to roll out so the last log 


in each drawer was easy to reach. Only 


1 few of the cabinets had been sold 
betore I arrived. We had to get about 
$270 per section, plus another $40 for 
i top and base. Che ibinets were 
built i tec int in Kansas 
Again, with tongue in heek, we 
lanned a campaign. It had been our 
opinion that an item or a service sell 
ing tor as ch as $100 COULD be 


sold by mail. In fact, I had done it for 
years. But I was skeptical about get 
ting prospects to part with $300 to 
$1,000 for cabinets they had 
seen. Sure, a $15 book could be offered 


never 


on 5 days’ approval; but my opinion 
was that filing equipment would have 
to be sold by dealers who display it 
in their stores. 

Tests were sent out anyway. One 
order came in and it was big enough 
to pay tor the whole mailing and stil! 
show a profit. Other mailings went 
out. They all paid off. And the num 
ber of orders per mailing was increas 
ing as our equipment was getting more 
and more favorable receptions from 
customers. 

Product Research was directed to 
other types of geological equipment 
including three types ol cabinets for 
filing .rolled maps, tracings, etc. For 
tunately, our research was thorough 
and sound, and the quality of our pro 
ducts was excellent. We frankly ad 
mitted in our advertising that, while 
our prices are higher, the quality in 
engineering and design makes each 


purchase economical. Our registered 
trade mark, “Kraftbilt” 


associated with quality in all of our 


is repetitiously 


advertising. We commend the use of a 
good trade mark in connection with 
your products. 

successful mailings 


can be, when properly 


To prove how 
coordinated 





with other factors, I cite two of our 
own experiences: A mailing—released 
on June 24, 1953, cost $1,900. Keyed 
orders were $17,224 and No Key sales 
accounted for an additional $19,680 

or a total of $36,904 in sales as of 
September 1, 1953. A mailing on Feb- 
1954, costing $1,600, has al 
ready produced $47,852 in sales. Direct 


ruary I, 


mail should not be given the entire 


credit for such phenomenal results. 
We have supported our mailings with 
space ads in well-chosen magazines 
and with exhibits at one important 
convention each year. While we're a 
small 


company, our business has 


reached international proportions. 
Thousands of dollars worth of equip 
ment is being shipped each month to 
Canada, South 
Far East. 


Now that steel is more plentiful, we 


America and to the 


are not restricting our efforts to the oil 
industry. Today, many of our products 
are being used by such companies as 
Motors, General Elec 
Airplane and 


Ford, General 
tric, I. B. M.., 
Douglas Aircraft. 
We believe our 
paigns have been intelligently planned 
that our copy has been above the 


Boeing 


direct mail cam 


average. But we also believe that Pro 


duct Research has been above the 


average and has saved us the embar 
when 


rassment of “laying an egg” 
r 


many of our mailings were released. 


Product research paves the way for Ross-Martin direct mail. Each and every selling element of the product is analyzed and researched before 


a direct mail campaign is planned for their geological equipment 
direct mail standards high. The trademark “Kraftbilt” is associated with quality 


With high-priced items offered in the mail appeals, research keeps the 
and calls for high-calibre direct mail. First impression 


of quality is made with sparkling, specially-designed brown envelopes shown below. ! ut not all of Ross-Martin direct mail is “sell”. “Thank 


You” letters (left) a'so have an important role in the over-all sales picture 
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A Training for Beginners 





MINIATURE a 


(and economical) 


DIRECT MAIL 
TRAINING PROGRAM 


Where can we get authentic, reliable 
lirect mail training material?” This is a 
question often asked. Until recently, it 


was a hard-to-answer question. The Re 


| 
porter, over the past few years, has been 
publishing a series of feature studies 
covering the many phases of direct mail. 
Fach feature study received the critical 
analysis and approval of experts in the 
held. Each one had to be 100 ib 
olutely bunkless. These studies have now 
heen reprinted in booklet form. The in 
side pages describe each one. You can pur 
hase them separately or in a complete 
package enclosed in a binder for your 


} 


desk or library shelf. 


Published by 


THE REPORTER of Direct Mail Advertising 


Garden City, N. Y. 


Training for More Advanced 





How To Think About 


3 % Direct Mail 
hy Henry Hoke $100 


This was the first “feature study” printed by 
The Reporter. It received universal acclaim. It 
is really a boiled down digest of the famous 
350,000 word, 24 section training program 
which originally sold for $115.00. In five easy 
to read sections, it gives the basic essentials for 
the successful use of direct mail. It gives the 
formulas which must be used for either a short 
or long study of a complicated subject. Other 
studies (which followed) amplified on individ- 
phases of this basic outline. The outline is 
ing used, together with supplementary ma- 
suggested, by a number of colleges. Many 
executives have used it as a guide for 
assistants. 


fe 


i} 


i Dogs That Climb Trees 
. by Henry Hoke $100 


After telling his semi-humorous story to many 
student groups, the author decided to put his 
notes in booklet form. It could be called a text- 
book for beginners (of any age) in the use of 
the mails. But it’s more like a personal ad- 
venture story . . . a sometimes floundering ad- 
venture in business . . . showing how one man 
undertook the job of learning through trial and 
error the fundamentals of a fascinating but 
complicated profession for which no textbooks 
then existed. 


How To Get The Right 
2. Start in Direct Advertising 
by Harrie Bell $150 


This is the dest textbook or outline for training 
untrained beginners in direct mail lore. It con- 
tains all the material used by Harrie Bell, Phila- 
delphia printing executive, during the years he 
taught classes at the Price School of The Poor 
Richard Club in Philadelphia. The Reporter 
was the first to print this outline in serial form. 
Later on, it became a book which is now out- 
of-print but which has been used in many col- 
leges. Now for the first time it’s available in 
economical, pamphiet form. 


Letters 
by Howard Dana Shau $100 


4 How To Think About 
e 


A reprint of thirteen thought provoking articles 
by the Philadelphia letter writing expert. Arti- 
cles apppeared originally in The Reporter . 

and the booklet edition has been used exten- 
sively by colleges and commercial organizations 
for letter training. Unlike most textbooks on 
the subject . . . it is easy to read and entertain- 
ing as well. One of its most important chapters 
deals exclusively with the controversial subject 


“The Dangers of Tesiing.” 


























How To Think About 
¢ Readership of Direct Mail 
by Henry Hoke $100 


“What is a normal result percentage from direct 
mail?” That seems like a silly question . . . but 
it is often asked. So The Reporter analyzed 
“readership” in a sixty-eight page study. Here 
you will find all types of direct mail described, 
and case histories or opinions of experts to prove 
that readership (percentage of return) depends 
entirely on purpose and type of appeal . . . 
ranging from zero pus to 100°, minus. Im- 
portant arguments for advertising executives 


who want to justify budgets. 
Management Problems 


6. 
by Henry Hoke $100 


This is supplementary to the “Readership” 
study. The premise is: Direct Mail isn’t worth 
considering unless it actually solves for you a 
specific management, promotion, publicity or 
sales problem. It is the nutcracker of business. 
But since you cannot solve problems unless you 
know what they are . . . this study gives formu- 
las showing how to analyze and develop direct 
mail plans. Case histories of successful solu- 
tions. The business analysis chart alone is worth 
more than the pamphlet price. 


How To Think About 
7. Showmanship in Direct Mail 
by Henry Hoke $100 
Showmanship is the one element most needed in 
direct mail . . . but the definition of it is so mis- 
understood, many advertising people shy away 


from even speaking the word. “Beneath our 
dignity” . . . “only for the hucksters.” 


How Direct Mail Solves 


In our original study outline “How To Think 
About Direct Mail,” the subject of showman- 
ship occupied only a page. In this study .. . we 
amplify and analyze all the elements of show- 
manship and how they can be applied to direct 
mail. 


What is showmanship? What are the basic 
fundamentals? How can you analyze formats 
in relation to showmanship? How can you de- 
termine which of the six basic types of show- 
manship to use? There’s an important chapter 
explaining, with examples, how to achieve real- 
ism ... and the final windup gives a step by 
step description of the famous Yoon Yun cam- 
paign of Union Bag and Paper Company which 
contained every element of successful showman- 
ship. 

This study has helped many people do a better 
job with their direct mail . . . whether it be 
simple or elaborate. 


How To Think About 
Mail Order 


by Henry Hoke 


“MAIL ORDER” is just one kind or type of 
direct mail . . . but many of its principles can be 
applied to other types. There has been more 
bunk published (or spoken) about mail order 
than any other subject under the sun. Many 
innocent people are duped into tackling “a mail 
order business” with promises of fabulous for- 
tunes. 


This study succeeds in debunking a confusing 
subject. It is proved that “mail order” is not a 
business. It is simply a method of doing busi- 
ness . . . used by six entirely different segments 
of industry in their own peculiar way. 


This important study explains exactly what 
“mail order” is. It gives the opinions of a score 
of competent experts in the field . . . attempting 
to define: “the real secret of success.” 


Here you will find the basic principles of mail 
order (copy, format, handling). And there are 
reports of panel discussions on many of the in- 
tricate phases of mail order. 


This study has received the unqualified ap- 
proval of “the experts.” Consensus of opinion: 
“Tt’s terrific.” 


How To Think About 
0. Production and Mailing 
This contains an outline for training produc- 


by Henry Hoke $100 

tion and mailing supervisors . . . and for deter- 
mining the physical layout of producing and 
dispatching units. It gives newcomers and old- 
timers alike, an orderly method of thinking 
about the most complicated phases of direct 
mail. For the first time, direct mail production 
has been broken down into eighteen separate 
and distinct and carefully explained phases. By 
the use of furnished charts, the production su- 
pervisor can plan producing units just as he 
would play a careful game of checkers. 

Even though the direct mail user does not in- 
tend to produce or mail his own material, this 
study will help in determining what phases 
must be internally supervised or how to con- 
tract for the best outside production service. In 
other words . . . this study amplifies one tre- 
mendously important segment of the original 
outline, “How To Think About Direct Mail.” 


] The Plain Jane of 
e Direct Mail 50¢ 


LISTS. That word causes more trouble than 
any other phase of direct mail. Here in a smaller 
pamphlet you have reprints of a series of arti- 
cles which appeared in The Reporter. Sugges- 
tions for list building, buying or renting. Meth- 
ods of maintenance. Not a complete coverage 
of the subject (never completed) . . . but a basic 
outline of the essentials. 


$100 


USE THIS CONVENIENT ORDER FORM 





Name 
Company 











Zone____ State _ 








6. ( ) How Direct Mail Solves Management Problems| © ( ) Check for $. 
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Mail 
8. ( ) How To Think About Mail Order 


9. () How To Think About Production and Mailing | address 


10. ( ) The Plain Jane of Direct Mail 





1. () Dogs That Climb Trees 
2. ( ) How To Get The Right Start in Direct 


ng 
3. ( ) How To Think About Direct Mail 


4. ( ) How To Think About Letters 


5. () How To Think About Readership of Direct 


Mail 





The Reporter of Direct Mail Advertising 


224 Seventh Street 
Garden City, New York 


Send us the following: [Check items (A or B and C.] 


A () One complete set of ten training pamphlets 
packed in Library Case Binder @ $10.00. 


B() Separate pamphiets as checked below: 
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THE “PRODUCT” 
IS ALWAYS RETURNED! 


by Dudley Lufkin, Field Editor 


(rentiemen 


The landy-Dandy Dingbat | 


1 trom you arrived yesterday, 


ind | wish to I found 
10-Day 


| am returning your Ding 


inform you that 


good. Under your 


wm to pe mm 


; 1 
bat and want me money back 


order operator unfortunate 


enough to get such a letter in his 


worry. 


Even if they don’, 


whe na cus 


] ] 
morning mall usually starts to 


More ail 


unhappy experience 


y come in 


returns the product 


Louis B. Soskin, mail 
retalier of Newark. New 
Although he receives no letters like the 
1¢ above, Mr. Soskin 
his product wasn't returned 


He d 


calling 


But not tor 


Jersey. 


would start to 


worry 


within 24 hours after the sale. 


probably do some tast phone 


because another customer might be 


waiting to receive the returned item 
Mr. Soskin 1s 
s shop at 5O 


Devoted 


proprietor or a fr 
tail met srantord 


in Newark exclusively to 








tuxedos. tulldress and cutaways, the 
store is appropriately named Louis 
Dress Suits. Louis realized that the 
verage man couldn't aftord to buy a 


ormal suit for the one or two nights 


1 vear he ight wear it. But as any 
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Lovis 8B. Soskin 


Many of your present customers 


will become Formal W ear Customers 


REMEMBER! LOUIS’ SUITS- 


-net old! 

ace beautifully cleaned and pressed! 

are the vers LATEST! 

are checked and « 
before shipping! 


WRITE TODAY 


ter complete details on sour 
ewe stationers 
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Will ittest, there is 1 treme 10 
market for rentals. 
In 1940 Louis yot the idea « 
panding his rental department 
] } j | 1 
wholesale Dasis to otne 1¢ Ss! 
which up to them had oO tal re 
nue. He tested his idea by ailing 
letters and other direct mail t > ,UUU 


Maine to 
He sent them information or 


could set up a 


mens shoy Ss trom 


formal rental 


partment of their own by renting hi 
tuxedos, fulldress and cutaway suits. 
He oftered them promotional laterial 
to bring rental customers o thei 
stores. 

An avalanche of approval from th 
mens shops fell on Louis DOX 
The stores liked the idea not 
only because of the rental revenue, bi 
the added traffic a rental department 
brought into their stores also gave 
them an opportunity to sell the cus 
tomers extra accessories. Crrooms, tor 


instance, could be sold 





shoes to 
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natcn 






















and extra clothes he would need for 


his honeymoon. 


Broadsides And Letters 


Today, Louis’ mail order rental 
operation reaches every men’s shop in 
the country with almost 70% of 
them already featuring his formal 


W. S. Pon 
men’s retail 


wear rental service. I 


sing 
551 


U 
ton, Inc.’s list of 25, 
clothing and furnishing stores and an 
additional list of 11,949 miscellaneous 
stores, Louis mails them promotional 
broadsides and letters . . . prepared 
by Salow Associates, his advertising 
agency in Passaic, New Jersey. The 
broadsides stress the profit-making 
benefits for stores featuring the serv 
ice . . . with an offer of counter dis 
plays, folders, style charts, form letters 
and order forms the stores can use for 
their own promotion. The latest piece, 
a broadside for the summer rush 
brought an immediate flood of orders 
which, at this writing are still coming 
in. (See photo on page 24). 
Campus shops and stores renting to 
grooms are Louis’ biggest customers. 
College proms, graduations, and June 
weddings during the next few weeks 
have kept Louis’ tailors, bushelmen 
and wrappers working 16 hours a day 


to fill the orders. 


How The Service Works 


Keeping track of the hundreds of 
suits Louis’ has leased at one time ts 
a full-time job. Here’s how his service 
operates 

The individual store takes the cus 
tomer’s order a week or so before the 
rental date. The customer makes his 
selection from a suggestive formal wear 
dress chart Louis’ supplies to every 
Store featuring the service. The store 
makes the customers measurements 


and fills them out on an order torm 


also supplied by Louts The store $ cost 
flor renting a tuxedo is $3.00. Full 
dress, cutaways and strollers are $4.00. 
lo this, the store adds a 100% mark 
up as the customer s price, and sends 
Louis the order a week before the 
rental date. 

All formal wear rentals are altered, 
cleaned and pressed to the customer's 
measurements by Louis’ staff and 
shipped Parcel Post, Special Delivery 
to the ordering store . . . so they ar- 
rive 48 hours in advance of the rental 
date. It's he store s obligation to re 
ceive the rental from the customer 
within 24 hours after the rental 
date . . . and ship it promptly back 


to Louis. 


JUNE, 1954 


the rented Tux, gifts for his ushers, 


Louis takes pride in the fact that 
during their 14 years of mail order 
rentals, Louis’ Dress Suits has never 
failed to meet a rental date. But he 
has had some close and hectic near 
misses. 

One such experience happened not 
long ago when Schweitzer’s Men’s 
Shop of Tuscaloosa, Alabama, one of 
his best customers, sent in an order for 
100 cutaways. Louis received the order 
on a Monday. Schweitzer’s wanted de 
livery on Thursday. To make the 
deadline, Louis rushed the shipment 
to the Newark Railway Express 
Agency the same day he received the 
order, On Tuesday morning he 
checked with Railway Express and 
was dismayed to learn that the 100 
cutaways were still on a loading plat 
form in Newark. He called a local 
customer of his who had a light de 
livery truck; and the customer agreed 


to make the trip to Tuscaloosa for 
$85.00. At 8 p.m. on Tuesday night 
off he went, and Louis gave a sigh 
of relief. The order was on its way. 
Sut it didn’t get far. An hour later 
Louis got a call from the local cus 
tomer-turned- messenger that the rear 
of his truck had collapsed. But Louis 
refused to give up. He rented another 
truck to make the 50 mile trip to 
pick up the cutaways and return to 
Newark ... where the shipment was 
air expressed from Newark airport. 
It was a frantic night, says Louis; but 
well worth it. The testimonial he re 
ceived from Schweitzer’s proved it. 
Maybe a large part of Louis’ mail 
order success (which totals a volume 
of $150,000 a year) is due to the tact 
that Louis Soskin lives by the Post 
Office credo. But in his case it reads 
“Neither rain nor sleet nor collapsed 


trucks eee 


Lovis B. Soskin sends simple, mimeographed letters such as this one to every men’s shop 
in the country. Although their quality isa’t up to the formal motif of his product, the letters 
still pull in orders for Louis’ Dress Suit rentals. Over 3,000 customers have used his service. 





50 BRANFORD PLACE, NEWARK #2, NEW JERSEY 









Gentlemen: 


BF TUNPDOS + PULLORESS + CUTAWAYS TO MRE 


MARKET e-#670 


Wow is the Gold Mining Season in the Men's Pormal 
Weir and you too can share in the Golden Shower.....+see+. 


without one cent of investment. 


The High School and College Proms are now in full 


Swing. The graduates who will 


attend their respective Proms 


will be looking for Summer Formals (White Dinner Jacket and 
Dark Formal Trousers) to wear at the Prom Dance. Where can 


they conveniently get them? 


The ansver is ..... Your Store. 


Nov, here is how you can get the business: Make 
personal contact with the Junior end Senior Class President 
and agree to furnish them with their Summer Formals for the 
Prom free of charge. In return for this deal have them dis- 
tribute your business cards to the students of the graduating 


class, 


This is one of the surest ways of getting the High 
Schod] and College students to oome in to your store to Rent 


their Summer Formals. 


If you will go after the Formal Wear Rentals in the 
manner we suggest, we Are certein that you will pick up 
Hundreds of Dollars for yourself since the smallest graduating 
classes contain from 50 to 200 students, 


A little effort on your part will pay you well,and 


we sincerely hope that this will result in a 
profitable business association. 


D./B. 





asting and 


Very sincerely yours, 
LQUTS' DRESS SUITS 


P.S. A special ce will be given on 
Prom orders of or over. 








here’s how 
the SELECT-O-NOMIC ADVERTISING PLAN works... 


1. Scientifically determines through an analysis of 3. Addresses and automatically keys your reply 


your present customers or by special test mailings 
the most important characteristics of your prime 
prospects. This is based on any one or combina- 
tion of factors including income, education, home 
ownership, race, home value, occupation, rental. 


. Electronically selects the names and addresses of 
these No. 1 prospects in any or all of 165 major 
markets or in any part of any individual market. 
Tests might show, for example, that your. best 
prospects are persons who have completed high 
school, earn above $5,000 a year, and own their 
own homes. SELECT-O-NOMIC Advertising 
puts your message into these selected homes. 


send coupor today for 
SELECT-O-NOMIC ADVERTIS 


card, envelope, or label from the most up-to-date 
files of names and addresses available! 


. Mechanically checks out your prospect mailings 


against your customer or subscriber list to elimi- 
nate costly duplications. This exclusive is now 
available for the first time through the use of 
amazing IBM electronics. 


5. Gives you all of these important new advantages 


at a cost far less than you would expect! 


complete details on how : 
ING ROCKETS YOUR RESULTS 











new electronically guided 


DIRECT MAIL 
ERTISING PLAN 


unerringly points out your most likely buyers 
within any of the 165 major U. S. markets 


Whether you have been making blanket mailings or This great new plan—tailor-made to your product 
buying special lists, this is probably the most im- or service—reduces mailing costs, increases sales 
portant direct mail message you will read this year! per dollar invested, ends expensive and irritating 


Now your most likely buyers can be electronically duplications once and for all. 


selected nationwide—based o. key social and eco- Plan now to test the SELECT-O-NOMIC Adver- 
nomic factors. The SELECT-O-NOMIC Advertis- tising Plan at your earliest opportinity! 

ing Plan fires your mailings with rifle-like accuracy 

to the people—and only those people—who are 

your best prospects. 


Consumer Mailing Lists—Nation-wide coverage 


CML - CML -CML- CML 


I am tired of wasting my “ammunition” on unlikely 

I want a consumer mailing list that will eititey vere 
if uce results. Please send me complete details about 

; ct-O-Nomic Advertising. 


ee PRODUCTS Emile 


COMPANY ____ LIST CO 


ADDRESS 





435 North LaSalle St 
‘Ol si ier-) come COMM iiialeli 


a tiga 
Ph. SUperior 7-3785 
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Some Thoughts About 


SURVEYS 





AN OUTLINE FOR 


DIRECT MAIL QUESTIONNAIRES 


by Richard Manville 


Reporter's Note: During Direct Mail Day in New York, (May 5th) there was 
a fine talk (with illustrated slides) on the subject of Mail Questionnaires 
with arguments for and against. Many people were impressed and 
wanted it in printed form. We cannot show the illustrations but give you 
here an actual transcript of the bri-* notes used by Richard Manville (230 
Park Ave., New York 17, N.Y.) a consultant on advertising and marketing 
research. It's worth reading and filing for future references. Nearly 
everyone, at some time or another, must make a survey by mail. 


ADVANTAGES OF THE 1. accurate—there should be a mini 
MAIL SURVEY mum of wrong addresses and incor- 


rect names 


y in obtain a much wider 
; ] | | ? let I 1 t | le il th 
eovraphic distribution than if the per . Complete i must inciudce di « 
' naan sale it irve ' " . 
int w method was employed. individuals in the survey population 
of careful but basic samp 3. unduplicated—no name _ should 
thod he original mailing can ippear mor than once unless repeti 
entative sample of the study tion is a condition of the problem; 
. +. adequate—the list must detine 
| ot a mail survey ts oftet the population properly; 
‘ ‘ ical tha 1 personal 1 , , ’ 
» up-to-datk the latest additions 
’ | | 
hould be entered and the list kept 
’ ’ . ; 
CHMINATEC current 
‘ s rwecessa;©ry | ‘ 
[he sources of mailing lists are 
LA t rOULS vithin th popul } 
=: aes © popu numerous but every survey requires an 
tu . itives, high income — 
. - scOm individua ist to meet its) specill 
ssional men ) if more 
. ; : — needs. City directories list persons in 
oached by , " i , 
_s ” ill walks of life but not all cities have 
‘ 


s service. Moreover, these directories 


ire usually not kept up-to-date and 


contain many inaccuracies. If the high 


It is possible to obtain the opin income segment 1s under study, the 

rT of the entire tamily telephone directory is a possible source, 
8. The questionnaire < be filled but listings may be duplicated. Various 
the respondent’s leisure and ratings books, such as Dun and Brad 

tl or wore thought may be given street, are available for selecting sam 
e response ples of business firms; the credit 
ratings are in aid in. stratification. 

LIST: [rade directories for specific indus- 

TI ext step is to obtain a mailing tries may be helpful if the survey 1s 

t that representative of this survey directed at an industry's labor force. 
population. The list must be? Company records can be used tor 
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studies of the firm’s customers. Other 
sources ol mailing lists are the various 
municipal records (1.€., tax lists, auto 
mobile registration lists, license lists) 
ind organization lists. If a list of the 
survey population is not readily avail 
ible, it is often economical to buy one 
from mailing house that specializes in 
compiling listings of the type of popu 
lation needed. Here again, a certain 


} 


margin of error exists in the list (de 
pending upon the type of list and the 
methods used in compilation by the 
mailing house) and must be taken into 
iccount. (Once again, it 1s important to 
bear in mind that every list must be 
wccurate, complete, unduplicated, cle 


quate and uy to-date. 


DISADVANTAGES OF THE 
MAIL SURVEY 

1. The “unknown gap” or bias 
uused by the people who do not re- 
spond to the survey. 
original mailing list may be 


biased (Le., incomplete, nadequate, 


ot response nay 





% very low which raises the cost ol 
' 
the completed” interview. (Follow 
] ’ 
ups also increase the cost) 
‘ > xe 1 } 
+. It is very difficult to obtain valid 
answers to “reason why” and attitude 
questions, therefore, the length and 
scope of the questionnaire are limited. 
5. Very poor response trom the 
poorly educated and the low income 
yvroup. 
} 


f The response rate may be re 


duced because o personal Questions. 
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\ questionnaire addressed to one 
member of the family can be filled out 
researcher's 


by another without the 


know ledge. 


8. Response is greatest from those 
most interested in the survey topic 
thereby distorting representativeness. 


9, The 
is eliminated as_ the 


answer in any order h 


value of question 


| sequence 


respondent can 
desires. 
10. It is difficult to interpret omis 
S1IoOns. 
11. Control of sample is usually lost 
with the original mailing. 
12. Mail surveys take 


complete. 


a long time to 
13. The name of the sponsoring 
agency may bias the results in either 


direction. 


Letter to Maximize Response 


Other basic points to consider when 


writing a letter tor a mail survey are 


as tollows 


1. The 
for the specific survey 


approach used l Wi 


letter n e tailor made 





ypulation. The 
| 


itil to a list Oo 


physicians is difterent from the ap 
proach to a group of sportsmen. 
) A note ol 


statement of the sponsor s 


cooperation and a 
desire XK 
help others generally increase response. 

3. Maintain a friendly atmosphere, 


} 


I pecome Ove 


but do not tamiliar or too 
1 Im } aie | 1, 
personal. impress the respondent with 
the confidential nature of the study 
“no signature 1s vecessary on the 
questionnaire. 
+. Take the respondent into your 
| explain 


contidence, and, if possible, 


the reason for conducting the survey. 

>. Impress the respondent with the 
simplicity and tl short amount o 
time involved in filling out the ques 


tionnaire 


6. A stamped, self-addressed, returt 


' os 
envelope makes response Casy 
7 \ briet letter, th short para- 
graphs, is more effects than an ove 
] ’ 
iringly long letter 
%. A personally typed or multi 


graphed letter usually obtains a better 


response than a letter which 1s mimeo 
graphed or printed 


9, The 


good letterhead 


stationery should have a 
sIMple ind clear. 

10. Hand-signed letters are always 
Methods have 


fected that reprod 


mnpressive. peen per 


itures very 


ettectively. 


sometimes a pre um is offered as 


an inducement to respond. The pre 


mium can be as ! ch as 3).0U or as 
littie as a %€ War Savings stamp. \ 
mail survey conducted by the Opinion 
Research Corp., with a 25¢€ savings 
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stamp as a premium, resulted in an 
84° response to the original mailing 
plus one follow-up mailing. 


\ large 


respondents returned the second stamp 


number of the follow-up 


with — the 
Other 


' 
completed questionnaire 


incentives for response are a 
copy ol the final report, free samples 
of a product, duplicate copy ol the 
questionnaire, etc. 

Factors which govern rate of return 
minimized. 


is to be reduced and 


Walter Mitchell, Jr., after a prelim 
inary analysis of forty mail question- 
naire surveys Of various groups ol 
businesses, arrived at seven basic fac 


tors which govern the rate of return. 

1. Selectivity ot mailing  list—re 
sponse highest from a select group with 
common interests and a group morale 


ind up-to-date addresses. 


Timeless of subject—live or novel 
issue increases interest in the survey. 


3. Prestige of the investigating aget 
reputation influences returt 
+. Salesmanship—neat and clear 
questionnaire with a convincing cover 
letter makes an impression on the re 
spondent. 
5. Reluctance to identify confident 


rures—this is related to the cali 





bre of people questioned, the urgency 


of the problem, and the confidence 


that the survey population has in the 


research agency. The wording of the 


questionnaire and the method of iden 


: 
titying contributors also come into 
play. 

: 


6. Respondent's stake in the survey 


the contributor has a direct or in- 


direct financial stake in the success o 


ly respond. 


t} . } 1] al 
1 survey, he will usual 
return 
| 


Ti 


Respondent's burden in 


ing—amount of work which must 


done to hill out questionnaire is a fa 
tor in response. 


After the 


For the 


inalysis, Mitchell stated 
loment, it can at least be 

1 that the ideal return will be ob 
tained trom a very briet questionnaire 


on a burning current issue, sent by a 


sponsor ol undoubted prestige to a 
nailing list ol large iter prises, who 


have previously cooperated on a simi 


(Mitchell, op. cit.) 


This statement is valid generally, but 


iar project. 


ol course, there are a yreat many cast 


udies, which have obtained 


st 
rate of return without embodying au 
ot these principles, 


When the 


returns are in trom the 


} ] 11 
several mailings and personal follow 
W che Jr Factors Affecting 
t f Ret ir Mailed Question 
rna oT the imer can Sfatiatica 





653-692 


issociation (De 1939), pp 








SALES 
STATISTICS 


by Paul J. Bringe 


Speaking at the Chicago Direct Mail 
Day, on May 7, Paul J. Bringe (sales 
mgr., Milwaukee Dustless Brush Co.) 
cited the New York Sales Executives 
Club statistics on the cost of industrial 
salesmen’s calls. $17.24 per call. He 
commented as follows: 

“It the makes 100 cold 
calls, he will get 9.2 orders at a per 
sale cost of $187.39. If he makes 100 
calls on inquiries from publication ad 


salesman 


vertising, he gets 16 orders for an 
$107.75. If he 
makes 100 calls on prospects who have 


average order cost of 


read his company’s literature and re 
quested a salesman to call, he gets 38.4 
$44.89. 


Right here is an excellent example of 


orders at an average cost of 


reducing selling costs 75 per cent by 
having the prospect qualify himself by 
reading company literature. 

“Any 


use large amounts of direct mail to do 


company that is willing to 
their cold prospecting and have sales 
men call only on qualified prospects 
will surely reduce its per order sales 
cost. It will increase its salesmen’s ef 
herency way out of proportion to the 
cost of the mail used. 

“If you will begin thinking of mail 
as day-to-day selling instead of insti 
tutional advertising, it can pay off for 
you. If you will consider direct mail 
as a long range sales tool which you 
should be using every day instead of as 
a specialty salesman who must pro 
duce or get out, if you will think of 
direct mail as a mass m-_:keting tool 
that is capable of stimulating distribu 
tion in all channels, you will cut your 
selling costs and improve your com 


petitive position. 


That is sensible advice. 





ups, each questionnaire must be ac 
curately edited to insure correct inter 
pretations of the data. Errors of om 
mission and misunderstandings must 
be dealt with so that a uniformity of 
data exists. If this is not done, the 
tabulation will be biased and mislead. 
The data should be tabulated by the 
breakdowns with which it is correlat- 
ed; in this way, any weighing (Chap 
ter II1) that is necessary can be deter- 
point, the indi 


mined. Beyond this 


idual tabulations for each mail sur 
vey are dependent upon the informa 
tion required and the type of ultimate 


analysis. 













LET US, WITHOUT OBLIGA- 
TION TO YOU, RECOMMEND 
TESTED ANDO PRODUCTIVE 
MAILING LISTS OF MAIL 
ORDER - MINDED PROSPECTS. 





INC 


witth MADDERN, 


Member 
Mailing List 


National 
Brokers 


Charter 
Council 


OREGON 7-4747 


215 4TH AVE. * NEW YORK 3, N.Y. 








































Questions & Answers 
About Direct Mail 


This 


contains 


Write 


new booklet 


proven sellin eas 


for your copy. 


EDWARD W. OSANN 
175-38 88th Avenue 
Jamaica 32, N. Y. 
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7ésted 


PRODUCTS COMPANY Ov 


cVERY 8 MONTHS on tys 
SAVE $1 1 6 66 ~ Phage on “vor 
. writers, repairs, stationery 


Send today for the contents t AVE $1 
EST the savings for 7 day € sat 
1, plus postage and sales tax. N 


ly $) 
GATION if returned N ale en w 


6.66 


sfied, pay 


1511S Lanning Avenve 
Az, Lakewood 7, O 






Hooven letters « 


§ 4 © Photo-oftset printing © 
f > WV © Multigraphing ¢ ee 
es _Aditronnepegh Plstes br 

014 Balnu et, Wirket 
Philade tpl. a } 








SSCSCSSSSESOSO SSS LESEESESE 


MAKE ‘EM LAUGH! 


Friendly prospects buy quicker Make 
yours laugh with the “Let's Have Better 
Moftoes monthly meilings Unusve 
effective economica exclusive. Write 
for details on your business ‘letterhead 
FREDERICK E. GYMER 
2125 £. Mh St Cleveland 15, Ohie 
eeeeeeeeeeoeoeoeoeoeoeoeoeeeeee 











The Mail 


{nalyzine 





DO -IT- YOURSELF 
MAIL ADVERTISING 





Reporter's Note: We found this interesting 
explanation in the house magazine of Amer- 
ican Mail Advertising Inc., 610 Newbury 


St., Boston 15, Mass. it's worth reading. 





Direct mail advertising is essen 
tially " do-it-yourself advertising 
medium. 

Athough more than a billion dollars 


innually on direct mail, less 
than 10% of the total 


ire Spx nt 
volume is 


led by mail advertising firms. 


Industry Close-Up 


Projecting the figures on total di 
rect mail volume for the frst nine 
months of 1953, as estimated by the 
Direct Mail Advertising Association, 


that about $1.250,000.000 


spent on the 


it ippe irs 
will be medium in 1953. 
According to 


Mail 
j 


received 


estimates prepared by 


American Advertising, based on 


hyures from the Mail Ad 


vertising Service Association, less than 
$100,000,000 of this staggering ex 
penditure for direct mail will pass 


through the hands of mail advertising 
companies 


Chere ire 


tising producers in the United States. 


about 5,000 mail adver 


Nearly 1,000 of the larger firms be 


long to the MASA. The members of 
the MASA produce about 75% of 
the total volume handled by all mail 


idvertising companies in the country. 


However, only 38 members of the 


MASA re ported 


75.000 as ot 


an annual billing in 
excess of $1 August 31, 


handful 


1953. Ot this group, a mere 

billed in excess of $1,000,000 last vear. 
Probably 90° of the 5,000 direct mail 
firms bill less than $12,500 per year! 

This past year, 30 of the nation’s 
irgest direct mail companies formed 

organization for the exchange of 
management information. (Yes, Gim 
bel does tell Macy.) 

Che yeoyr iphical breakdown of this 
new group sharply defines the centers 
vt leadership in the mail advertising 
industry 

, 
( rN 
30 


Pittsburgh 


Los Angel l 
Washington l 
St. Lowi l 
St. Paul l 

Tota 3() 


Do-lt-Y ourself 


Direct mail is a do-it-yourself adver 


tising medium for several reasons. 
Direct mail is not yet one of the 

commissionable media in most adver 

tising agencies, and few agency men 


are qualified to offer competent direct 
mail guidance. 


the 
leading direct mail companies in a tew 


Because of the centralization of 
reluctance of 
at any 
great distance from home, many users 


large cities, and the 


many of these firms to operate 


of direct mail who are located away 


from the metropolitan centers must 


create and produce their own mailings. 


Mail advertising firms, themselves, 
are largely responsible for driving busi 
back the their 


clients by 


ness into hands of 


would-be their tailure to ac 
tually provide the complete service they 


all advertise 


Industry of Specialists 


Most so-called mail advertising or 


ganizations are strictly multigraph, 


and mailing 
the 


firms, there is a tendency to specialize 


mimeograph, typing 


operations. Even among largest 


in printing and mailing and leave the 


creative, and most important, aspects 


of direct mail to somebody else. 


When a direct mail company pro 
vides a truly comprehensive, protes 
sional service, the do-it-yourself client 


is usually anxious to take advantage of 
the lower costs, added convenience, and 
etfectiveness ol 


greater advertising 


fered him by his mail advertising 
service. 
The direct mail producing industry 


should stop bleating at the wailing 


wall and accept the do-it-yourself char 
acter of the industry for what it ts 

the most challenging opportunity for 
fame and fortune existing in the whole 


field of advertising. 
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St. George Was a Piker! 






Ri is @ rough customer, and he's here t 


stay ‘cause no one will ever really put bis 
fire ut ... yet we know @ way to turn bi 










Frankly, n't near as sharp 


as they 





















GOOD LETTERS 
PROMOTE 
NBC TIME SALES 










We like to reproduce good letters in The Reporte 
Even though the subject may not apply to your 
business . . . the ideas or techniques may give you 
adaptable thought stimulators. John Plank (Howard 
Swink Advertising Agency, Marion, Ohio) passed 
these letters along to us as being clever and unique 
enough to deserve comment. They were sent to 
John by Preston Whitney of NBC on the west coast. 
Those reproduced are only part of a continuing 
series of sales and merchandising contacts. Most use 


the story telling technique. All are “conversational”. 





NATIONAL BROADCASTING COMPANY 











Sun * \ew H wood 28 Cal . 
BUT THEY'RE GONE NOW MOST M, 
Yet there's one species that t ar That rth Americas ~ 
"Merchant as be's known « a - - 
pportunit ar ¢ a +h 
Portrait of an 
looking signifi 
You probably have one in y them ‘ 
Squ@viking they emit because 
Por example, here's an opportunity that won't even ruff a Dodo's feathers -- but 
OU'LL be sure t apital ize t erhaps s already are 








ght at How mom wD 
ARTY 
t 5 hug ‘ mea the sale of 
r t a f a and TAKS re at 
played r best advantag 
As for the Dodo down the street, don't worry about him. # fference is your 


advantage. 

















NATIONAL BROADCASTING COMPANY. is 
A SRTICE OF BABTO CORPORATION OF awnerce 
Sunset and Vine Hollywood 28. Calilorme 


y —f_= *. —.. 
i “ty 1m ¢ 


“— 


re probably wondering vhat « headline that's obviously slanted toward the 
ing here in a letter to you. Frankly there's a reason, for es 
g man I's neerned with the “satisfaction” you can share in -- 





» bave no doubt told you, they've embarked on « pre-Christass 
reate an unprecedented demand in your store for their 
s6 Lighters 





hae been running balf-page ede in LI 
f wing ade ll to come: « half-page 












and 1 the P for December 12. This 

,000 readers for each issue of Life and the Post combined. 
Now for the super-plus that should really ring the bell with your cesb register ... 
ippo has teamed up vith televi "Master Showcase,” NBC's gigantic TV pro- 
duct F ¥ OF SHOW Sid Caesar and Imogene Coca. Zippo vill 


December 19th shows -- the 1 





t two Saturdays 





as t ep m the heightened imgpulee buying charecter- 
st the year 
As ar icati f what you can expect from the sales impect of “Your Ghow of 
Shows Lippo's meseage will reach at leZet %$ of America's more than 25,000,000 
TV homes 


us campaign is bound to generate increasing demands for ZIPPO now 





754 so I bope you'll beve your stock of these lighters prominen*ly 
ree t g- 
Sincerely, 
<< y* ro 
C J. C. Sandner 
Merchandising Supervisor 


Western Netvork 











Useful information is the backbone of these award-winning 


Serve-You idea 


Co. in the 1954 Advertising Contest sponsored by the American Trucking Assn 
as a two-color reprint) announced Baltimore's Thru Service 
Useful Informatica +d series, case histories and testimonials to shippers 





pieces which won two awards for Baltimore Transfer Company-Motor Freight Express 
LEFT: A combined trade magazine ad and direct piece (used 
CENTER: This newsy, colorful house magazine Freight Facts helps bring the system's 


RIGHT: Direct mail pieces which feature a friendly Personnel-Who- 


CONCENTRATE ON WHY 
TO BETTER TELL WHAT AND 


HO 





| anneal 
by Robert D. Myers, 
Ma Advertising, Inc 
The thousands of large and small What Are You Doing—and Why? trated b) Are the right appeals put 
motor irriers (freight-by-truck ) Tie memes ee to the right people or are all things 
: ve! il suggestion ) d by : 
throughout the country must rely heavy th ( : rare aa cing given to all peopl 
ie ( ire spelled ou 2 ; 
on direct mail advertising. Where rieeria cuicetinnnaire which serves 3. Are the most effective media for 
I 1 questionna lich r\ . . 
there are tens of thousands of ‘targets sn the tnein om which the imdiaes award the job at hand being used? 
in every area to be served and, usually points in the big annual ATA competi +. Does the advertising technique 
! in tn n é nu ( | . 
rye d it doze ; . tt copy vout rt t ' ete . 
pwarads ¢ lozens of competitors after tion. The' factors on which entries are O} , ba ye * rn cl compete fa\ 
ch snhipy tic® vers at | | rab with that of ot vh 
each shipper's or trattic'manager i sored are those best answering thes orabl) it ¢ thers who are 
tention, few can afford to scatter their sia eatliae lamoring to he reader's attention 
shot d time in the same media? 
s ht beet rive to what t | 
For a sound direct mail advertising |. Ha _—a 5 he 5. Do all on the prospect in 
’ ) ou } hot u lol it. . , fall 
ipproach, the Customer Relations a ne you are - overalls of caretully-pressed busi 
ind wa ‘ re joing itr 4 > 
Coun of the American Trucking : ess su 
\ssociation offers this set of sugges 2. Is tl iny continuing purpose 6. Does the advertisir lessaye get 
. ’ \r t ot scattered oO oncen thro gh o the tr ti nanager?: 
Give traightforward statement 
the proposition Make the Robert D. Myers 
a . eae ab sportant Don ’ 
f n look mportanrit Dem Reporter's Note: This is a report on one of 
" te the shipper benefits U se the prize winners in the 1954 Advertising 
pictorial handling to hold the reader Contest conducted by the Customer Relations 
. ofa de j ssetes line Council of the American Trucking Associa- 
} - tion. This reporter has a soft spot in his 
n »ploy quality art, ph 
, : mploy quat ’ 4 heart for the A.T.A. since he has talked 
g ‘“ type and printn at several of their National Conventions. He 
\TA ( Rel was also a judge in the 1953 contest. We 
uston tions . 
BSL O les maree liked this report by Bob Myers of Mahool 
Lor has just presented its 1954 Advertising, Inc., Baltimore, Md., who handled 
vwards for the Best 1953 Direct Mai the account of prize winning Baltimore 
ect he Best Single Ad 53. and Transfer Company—Motor Freight Express, 
Roos C} All Ad , ( Inc. In the picture here, Bob Myers (right) is 
the Hest ver i vertising im . 
; , - shown with James Hessenaver, Baltimore 
pats ted Dy 10l transport Transfer Company treasurer and their 
omy ist year rt Baltimore two A.T.A. plaque awards. Baltimore Trans- 
Iranster (¢ npany Mot Freight fer Company was the only contestant to win 
Expre In was the wht two awards in the competition. We think all 
SS \ ( i : 
I } users of direct mail could profit by studying 
t ng system A t 
_—— _ . the factors used in judging the entries. Ask 
ix plaques awarded for ositions yourself the same questions no matter 
I the three classiti tio! what business you are in 
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7. Does it get to the point quickly? 
Is it specific and definite? 

8. Does it get to the point in a 

way that will make the traffic mana 

ger stop, read and record? 

9. Does it give ust information? 

10. Does it make the information 


seem important: 


Throughout the record number of 
direct mail, single ad and campaign 
series submitted to the judging com 
mittee for the ATA’s competition, 
there is a marked trend toward greater 
emphasis on the ‘how to’ and the case 
history or testimonial treatments. And 


that, certainly, is appropriate in a 
service field. Too, it’s an answer to 
those last two questions “Does it 
give useful information?” and “Does it 


: 
make the information seem important? 


All Good Direct Mail Ammo 


The entries submitted by the Balti 
more Transfer Co.—Motor | reight Ex 
press System are all part of the inten 
sive direct mail activity, upon which 


we rely heavily for traffic manager! 


} ' 


tf our shots 


concentration o 
Baltimore Transfer—Motor Freight 
Express, which operates 988 mobile 


units and 13 key terminals throughout 
its Middle Atlantic States service area, 
put heavy emphasis on its direct mail 


activity. In addition to special mail 
copy, the system makes virtually every 
one of its trade, business and general 
newspaper ads double in brass as 

mailing piece, with black and white 
and 2-color reprints adding to a steady 


flow of material. A 4-page, 2-color ex 


ternal house organ, “Freight Facts,” is 
letterpress printed and is mailed 
monthly to some 11,000 customers and 
prospects to round out the promotional 
picture. 





MAKE CONVENTION TIME 
VACATION TIME! 


BOSTON, MASS., STATLER HOTEL 


Mail Advertising 
Service Association: 
October 9 to 12 


—— 


Direct Mail Advertising 
Association: 
October 13 to 15 
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“I’ve been using 


Reply-O-Letters 


for a 
number 


9 


of years”, 


says 


BARNEY G. CAMERON, 


Circulation Director 


THE NEW YORK HERALD TRIBUNE 


“Building newspaper circulation by mail 
is, of course, just one phase of a circula- 
tion manager's work. It isn’t an easy 
job and the Reply-O people contributed 
largely to our success in that direction. 
They know circulation well enough to 
help our Promotion Department to create 
strong selling letters to get new sub- 
scribers, and they complete the job with 
a renewal program that really works. 


“We use a lot of Reply-O-Letters con- 
sistently here at the Herald Tribune.” 


cc 


the 
reply-o-letter 











*"Swer,, 


write for 
FREE BOOKLET 


We invite tests of 5,000 
or 10,000 Reply-O-Letters 
from mail users who, when 
satisfied with the results, 
can then mail in larger 
quantities 

The booklet, “1r WAs AN- 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails. 
Send for your free copy 
today. 





THE REPLY-O0 PRODUCTS CO. 
7 Central Park West 
New York 23, N. Y. 


c 


Cleveland * Detroit * Toront 








Have You Heard About 


RURAL MAIL 


May 17-24 was 
ful Week 


tional 


“Mail Box Beauti 
sponsored by the Na 
Association of Postmasters. A 
notice about it in the Direct Mail Ad 


vertising Assn. Newsletter caused our 
good friend, Ruth Gardner (Henry 
P. Leu, Inc., 100 W. Livingsten, Or 
lando, Florida) to take her pen in 


} 


hand and write us one of her long, 


f scribbled notes. She wanted 


know 


rural 


scinating, 


us to what Florida has done 


ibout mailboxes and it’s a 


fabulous tale. 
The idea was born back in the 40's 


in the mind of the former (and now 


deceased) Orlando postmaster, Jimmy 


Beggs. He wanted to change the scat 


tered roadside rural mailbox system in 


order to save time, beautify the high 


ways, and reduce accidents to letter 


carriers ind 
sketches and talked about 


would listen. Mostly, the 


patrons. He designed 
the idea to 
inyone who 


| was ignored. 


mica 

But in 1948, Beggs found an atten 
tive listener in Mrs. Sara Griffin 
Hughes, of Orlando, a neighbor of 
Ruth Gardner and an active worker 
in the Pilot Club (a women’s service 
organization with branches all over 
the country.) Mrs. Hughes went to 
work with her fellow members in the 
Florida District; with Letter Carriers 
\ssn.; and state and postal officials, 


trying to sell the idea of “Rural Mai 


box Turnouts.” 


Rural Mailbox Turnouts in 
Orlando, Florida have speed- 
ed up delivery, improved 
highways and reduced acci- 
dents. The idea is spreading. 


BOX TURNOUTS? 


Jim Beggs died in the meantime, 
but finally two experimental installa- 
Orlando, 


The Pilot women had to get the rural 


trons, near were approved. 


patrons to approve also. The Beggs 
Pilot plan involved removing the scat 
mailboxes; 


mile 


te red, separate, roadside 


clustering them at one-quarter 


, 
intervals on a standardized frame set 


back 


turnout area. (See pictures of experi 


from the road within a paved 


mental installations.) 

The 
They demonstrated that the highways 
were less cluttered and that there were 
four factors: (1) the 
rural letter carrier (who fills from his 
left-hand 
the boxholder, who can skim through 
his mail away from dangerous traffic; 
(3) a safety 
and (4) a 
Ww ho 


experiments were successful. 


distinct safety 


driver's seat window): (2) 


island for school-bus chil 


dren; safety island for 
need an 


highway. (Incidentally, 


drivers 
off the 
in the 


emergency stop 
busy 
miscel 
shown. 


Now, attractive, uniform boxes are be 


picture, old-fashioned, 


laneous-sized mailboxes are 


ing substituted.) 


Mrs. Hughes, with two scalps in her 
belt, 
Clubs and finally 
support of 32 groups throughout 
Florida which, in turn, took up the 
crusade. Today, there 


other Pilot 
received the official 


went to work on 


are 50 turnout 





rural box stations in operation in eight 


Florida districts. In addition, there 
are 38U approved applications waiting 
construction. Mrs. Hughes recently ap 
peared befnre the Florida State Road 
Dept. and asked for an appropriation 
of $50,000 to carry on the work. Of 
ficals were so impressed with the ef 
fectiveness of the four-way safety fea 
ture that they 


figure to $150,000 to cover 300 more 


increased the request 


mailbox turnouts. 


The end of the story is not yet, as 
the plan will probably spread to other 
states . . . but one preliminary climax 


is newsworthy. 


The National 


nually presents a 


Council an 
Award” 


Satety 
“Carol Lane 
(made possible through a grant by 
Shell Oil Co.) for the finest commun 
ity safety work done at a club group 
Mrs. Sara Grif 
fin Hughes, representing the Orlando 
Pilot Club, award, for 
self individually and for the group, at 
the National Safety 
tion in Chicago. 


level. You guessed it! 


won the her- 


Council Conven 


This story does not directly concern 
direct mail (except its receipt in rural 
. . but it goes to prove that 
a determined 
when they 
their 


areas ) 
you never can tell what 
women can do 
better 


group of 
get steamed up to com 


munity. 
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A JOB FOR 
DIRECT MAIL 
PEOPLE 





Reporter's Note: In several recent issues of 
THE REPORTER, we printed the form letters 
which crusaders against direct mail have 
been sending to large mailers. Some of 
these attempts are of the crackpot variety, 
but others (like Mrs. N.N.B.) may be sincere. 
Perhaps some of the big mailers should take 
the complaints more seriously and do as 
Dick Kershaw suggests. Plan some good will 
letters to answer these complaints by ex- 
plaining, enlightening and placating. 





The following letter from Dick 
Kershaw, The American Home 
American Home Bldg., Forest Hills 


75, N.Y., explains the project: 


Dear Henry: 

Every once in a while someone re 
plies to our form or dictated letters 
answering their comments on, or com 
plaints about, direct mail. Here is one 
such reply: 


April 5, 1954 
Mr. Richard B. Kershaw 


American Home Magazine 
Forest Hills 7 N. ¥ 
Dear Sir: 

Thank you for uur letter of March 26. | 
have been waging a litthe war against mail 
advertising I'm ur it Wa foolish and use 
less It seemed to me that ec huge horrible 
machine was belching forth millions of ad 
vertising ictters, ill aimed at me 

Because u Ww Kim I wh 
knowledge my request, | illing a truce a 
will be ha now t f 2 Hor 
at a magazine stand. Y was the ’ 
lette I've receive Thank gain 

Ve t 


M N. N. I 
Seattle, Wash 


No, we didn’t get the subscription, 
but we turned aside the wrath of one 
very angry person and cultivated some 
good will for The American Home. 
Perhaps we did some good for all 
direct mail in this instance, too. 

The saddest words of Mrs. N. N. B. 
are: “Yours was the only letter I've 
received,” for direct mail can still stand 
some explaining to many consumers 
who understand it imperfectly. That's 
a job for every one who uses it in 
volume, and each major mailer can 
do his own publication in particular, 
and direct mail in general, a service 
by using the mail to explain, enlighten 
and placate as well as to sell. 


( ‘ordially, 


s/Richard B. Kershaw 
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This test helps U.S.E. formulate gums suitable for 
given types of paper. 


ADVERTISING MEN: Use 
this easy way to solve 
envelope problems 

by seeing 


Bs 8 to put envelopes to 

= & Ow work profitably 

oi AT envelopes will work 
"best in each task 


it pays to specify 
U.S.E. Envelopes 





Each gum formula is given hundreds of tests. 





Here’s an easy way to discover how you 
can put envelopes to work profitably. 
Ask for a copy of the U.S.E. “HAND- 
BOOK.” In it you see envelopes which 
are specialists in collecting orders and 
money — others which carry heavy 
loads on long journeys. Some envelopes 
work in the office, guarding and filing 
valuable papers. Others go from place 
to place in the plant 

It’s a fascinating story .. . HOW to 
put envelopes to work profitably, and 


me —- -é a. . 
An expert workman puts the finishing touch on the WHAT types and SIZES of envelopes 
eo work best in each task. And be sure to 


ask for the companion book “What’s 
in it for me?” because it tells WHY it 
pays to buy top grade envelopes for any 
purpose. 


m ea 
ie 24 » has these books for you? 


U.S.E., the World’s largest manufacturer of envelopes, and your jenvelope 
supplier. Ask for the complete story: The “Handbook” which tells HOW 
and WHAT, and the book “What's in it for me?” which tells WHY it 
pays you to specify U.S.E. Envelopes. 





E-5A 


UNITED STATES SZ. 
ENVELOPE COMPA) Springfield 2, Massachusetts 


15 Divisions from Coast to Coast 
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® Lots of kicks this past month con 
cerning a silly article which ran in the 
May 8 issue of Tide Magazine, titled 
“High Cost of Direct Mail Needs a 
New Examination.” Many readers took 
the trouble to send us tear sheets. 
The first paragraph burned up our 
“We suspect that U.S. 


businesses waste more money in direct 


corres} ondents 


mail than in any other form of ad 


vertising and that the chiet offenders 


are the life insurance companies, which 
badly under-advertise anyway. Our 
current horrible example was a first 


class letter from the president of an 


Insurance company 


Che article then quoted several para 





“Person-To-Person” 


COPY 


In a direct sales message, 


I “talk” to 
one person not to a mob and by 


striking a personal note, | usually 
strike pay dirt 
The hard part of it is to fit the copy 


to each type of prospect, and to visual 


ize his needs It isn’t enough to 
hand me a picture of the product and 
its many uses. That tells me only half 
the story 

The full story comes to me as | tackle 


a number of assignments, and live fora 
while with my client's proble ms This 
alone helps me to write sales letters 
that ring true, and ring the register 

Plans and copy services available at 
Monthly 


reterences 


moderate fee retainer pre 


ferred Top 


M. A. POLLEN 
30 W. 15th St., N.Y.—OR. 5-4352 














graphs from a typical good will con 
tact letter used by insurance agents 
to tell their personal friends or close 
contacts about winning an award or 
being among the top leaders in the 
company. Those letters are never in- 
tended to sell simply to keep in 
contact, 


After quoting from the letter the 
“Well we 


less, though that is not 


Tide article concluded: 
couldn't care 
the point, Neither is the stuffiness of 
the letter itself, nor the fact that they 
seemed to give Clarence a rose instead 
of a raise. What bother. us is that the 
company 


spent upwards of $60 a 


thousand on a meaningless message, 
whereas it desperately needs better na 
could have 


bought it at 1/20th or 1/15th the cost 


tional advertising and 


per thousand of 
Such 


this direct mail piece. 
should have no 
tight 


extravagances 


place in today’s competitive 


climate 


It seems to this reporter that Tide 


should be careful about taking cracks 


at any one particular form of advertis 
ing. Sure there is some waste in direct 
mail . . but there its also waste in 


plenty of space advertising and in 


radio and television commercials. It’s 
bad to make a flat statement that there 
is more money wasted in direct mail 
than in any other form of advertising. 
That isn't so. 


@ There have been a couple of well 


deserved gripes about the growing 


practice of sealing  self-mailers with 


either metal st ples or hard to-tear tabs. 
Several 


annoyirg examples this month 





couldn't be opened without tearing or 
mutilating the mailing piece. Economy 
may be desirable, but it is no good if 
it ruins the effectiveness of your direct 


mail. 


@ Watch out tor 
Office is down. A 
Postal Bulletin emphasized: “It has 
been brought to the attention of this 


nudes! The Post 


cracking recent 


office that recently a considerable num 
ber of calendars bearing pictures of 
transmitted 


through the mails. Such calendars are 
, 


okey 


nude women have been 
non-mailable under Section 36 
P.L.& R., 1948. (See Postal 


notice of Feb. 20, 


Sulletin 
1947.) Postmasters 
in doubt as to the miailability of a 
particular calendar because of its in 
or other 

should with- 
hold the calendar from dispatch pend 


clusion of a picture of a nude, 
questionable material, 
ing submission thereof to this office 
for a ruling as to its mailability, as 


required by Section 36.7, P. L.& R.” 


This reporter agrees with the Post 
Office that objectionable material should 
be kept out of the mail .. . but we 
sometimes suspect the Post Office goes 
a litth too far. We know of one case 
now pending where the Post Office 
ruled a premium as being obscene and 
unmailable. Some of the members of 
the Direct Mail 


tion’s Ethics Committee have examined 


Advertising Associa 
the technical material in question and 


cannot find anything objectionable. 
If an appeal against the ruling is suc 


cessful, we will report the details. 


@ The boys who publish puff sheets 
are still active and generating a lot 
of kicks. Wonder how long they can 
Most 


(under dif 


keep going with their rackets? 
of the activities generate 
ferent names) from either *hiladelphia 


or Chicago. The “editor” writes that 


your product has been selected for re 


view. All you have to do is send pic 


tures, a description of the product and 
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ART WORK BY MAIL 


‘ost Clintor 






1 Alt, Tenafly, N. J. 


WRITE FOR BOOKLET 


Ok 





























“engraving and 
charge for the 


your check to pay for 
costs.” No 


advertising, of course 


production 


@ Watch your mailing and delivery 
dates. Several folks griped about a 
mailing from California which offered 
a very desirable Mother's Day item. 
The letter was dated April 23 and 
was headed “Dear preferred cus 


tomer: Mother’s Day is only 15 days 
away!” The envelope in which the 
offer was mailed first class was post 


April 27 from Los Angeles. 
Pieces arrived in New York May 4... 
Mother's Day and 


marked 


four days before 


much too late to get an order back to 


Los Angeles and have the item de 


livered. Direct mail will not work 
under those conditions. We have seen 
other similar examples lately . . . par 
ticularly notices ol meetings or spe 
cial events, mailed third class, which 
do not arrive until days after the 
time set. 


* Last month we told about one mail 


order friend who is test buying from 


some of the leading mail order gift 


people. He reported serious delays in 
answering correspondence or shipping 


Another 


who has bee Nn 


orders. friend turns up this 


month doing a similar 


job under a nom de plume. He has 


been testing “customer lations” by 
and then returning merchan 


isking [or 1 refund. He 


some amazing correspond 


ordering 


dise and 


show ed us 


ence with an outfit in the West which 


positively refused to re fund the money. 


} 
t 


[he letters were the most arrogant and 


insulting we have read in a long time. 
It seems a crying shame that such 
people do exist in the mail order tield 
but there is not much any of us 


can do about it except to hope they 


will dig their own graves. 

@ We like to read “Letters to the 
Editor” in newspapers and magazines. 
And we approve of publishing both 


sides in a controversy. But we some 


times wonder why mM Wspapers publish 


letters that are obviously trom crack- 
pots, who don't know what they are 
talking about. The New York Times 
recently fell for one such letter from 
Brooklyn on how “to cut down postal 


deficit.” Atter a preliminary para 
graph, here is the solution 
One long ste] to abolish the 


third-clas nling 
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After your prospect has been convinced by DISPLAY ADVERTISING, he still must take one 
giant step. He must act. A personalized mailing piece direct to his desk, in conjunction 





IT TAKES TWO 


DISPLAY ADVERTISING 


® Arouses Interest 

® Creates Preference 
DIRECT MAIL 

® Gets Personal Attention 


® Triggers Action 


with a display campaign, is o powerful action getter. 


McGraw-Hill has a Direct Mail Division ready to serve you with over 150 specialized lists 


in the Industrial field. 


To get your copy of our free INDUSTRIAL DIRECT MAIL CATALOGUE (1954) containing 
complete, detailed information about our services, fill in the coupon below and mail 
it to McGraw-Hill. 


Do it now! The best advertising programs ore planned well in advance 


a, 47°) 





Ad 


Scribe 33: 





Mc GRAW-HILL 
DIRECT MAIL LIST SERVICE 


po----- rn n-n-nn-n- nnn 








Direct Mail Division, 
McGraw-Hill Publishing Co., Inc. 
330 West 42nd St., N. Y. 36, N. Y. 


Please forword my free copy of the McGraw-Hill 


trial Direct Mail Catalogue.” 


Name 





Company — — 


Address _— 





GO cnnnmeerene: 











$2.00 
per copy 


GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 


EXPLAINED TO THE LAYMAN 


Now—'‘brush-up” 


And don't forget Horan's 


“around the clock" 


problem is 


black and white, 


you never heard of 


i 

l 

I 

! 
service whether your 
l 

| 
benday or color process. l 
l 


QUEAPIES? 


Next time you need o better mailing piece 


QUick and chEAP, dump the whole problem in 


that look like you spent ten times 


‘ the mail to Ad Scribe. He does QUEAPIES 


with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 108 
pages—Lavishly illustrated in black and white, and color 


HORAN ENGRAVING COMPANY, INC. 


44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 * Branch Office: Market 2-4171 


Please send me (prepaid) 


book The Art and Technique of Photo-Engraving 
My check for $ s enclosed 

Name 

Street 


copies of your 108 page revised 




























Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 











what they cost. You can't alwoys patch 


em together from the stock art services 


often need dash-off hand lettering 


your Copy just won ft stock up right 


Whatever the stumper, Ad Scribe will bet 
the first $1 










worth that he con help you 
Write now for proof that it pays 
to work with 


the advertiser s handy mon 


you 


sometimes 





SEE FOR YOURSELF 


pri nting production. lt helps stimu 
late ideas, and it is there, ready to‘ 
use when you need it. Must see to \? 


oppreciote. write 4 Bond 





Art Mort ort work puts zip in your nue 


ART MART SERVICE .”..°.** 23 


Hs 

















low mail results 
got you 
over a barrel? 


If so, you'll want to know more about our 
kind of Sales Letter—with the built-in 
reply card (or envelope)—and how it 
has helped leading companies boost 


responses, lower costs per reply 


You'll be interested, too, in our one-stop 
service that takes a load of direct mail 


details off your back 


Write for more information and samples 


of recent successful promotions 


SALES LETTERS 


250 W. 49th St.. New York 19 
Telephone Circle 6-0845 


a 











LOOKING FOR 


A LARGE NUMBER OF 
A 


THE TOP 10% 


IN WEALTH, INCOME 


AND INTELLIGENCE * 
Men and women at home addresses 
where yo an get a crack at BOTH 
Everyone a me order buyer f highest 


quality Far more 6 ks, Cadillacs and 
is than Fords, Chevies and Plymouths 
a with high pride of ownership. Nice 
homes. Fine .awns. Beautiful gardens and 
' y estates 
Write for mplete rental information 


yiving y r residence post office or name 


f : “ where you know every 
dy w wm show y the type t 
pe the s 
Her strictly limited ¢ sara and of 
fers f highest haracter Once-a-month 
se only 


KoraK, 147 So. Lyon St., Batavia, N. Y 











DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mail Order Letters that 
bring back orders and cash 

Contacting letters that create and 
maintain good will between sales- 
men's calls booklets, folders, 
brochures, house organs, circulars that 
de the selling jobs you want them 
to do Fully indorsed by a nation- 
wide clientele. Winner of two DMAA 
Best of industry Awards Dartnell 
Gold Medal editor of IMP, 
the world’s smallest house organ 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 








This clas f iil is a backbreaking loss to 
e Post O in addition slows down 
cette ial 

For t ‘ ul t ce first-class mail 

" ‘ 1 drop in volume, less con 

g ” fit besides, as letter mail 
the f fication that pays its own 
No wonder there is so much con 
fusion ih thir king about a postal policy 


for the | > 


@ We dont know how they get away 
with it, but there is a charitable or 
ganization in the Midwest mailing ap 
peals for Tunds in s iled envelopes (not 
postage saver type) Postage me 
ered at 2¢. So tar as we know, there 
is no short rate on first class mail. 


Maybe it was a mistake on the part 


of the mailing clerk and the local post 
ottice 

@® Do you make it easy for your cus 
omers to reorder? Here is an igterest 


n rripe from Mike Burck (Burck’s 
Advertising and Printing Service, 555 


Bernardino, Calif.) 


A } not seem 
wk in New York. but 
W deal with a 
" ch as 
IPI, M \ \ graph, David 
A glad! take wader 
| s Ange c branch 
rter We being ¢ 
Ang € vist t 
i eve send 
whol we get thei 
c im ! y think 
\ cs at ‘ 1 them 
2 La x « CK in 
( N York wh Z i mn 
‘ 1 the ck i t 
- A ‘ i ill rN t 
! c i ranche 
f moving about 
' I ° . 
k ca it a 
t ct ike 
! < ad tigure 
t W the 1 nhs nan i 
’ m which we are 
} would appear on ot 
ment 
I f that we beg 
g “ i acl 
rt ‘ we fa 
‘ 
We agree with Mike Burck . . . but 


realize there are some difficulties. We 


have been ampaigning fof years to 


have everyone put their telephone 
number on all letterheads and invoices 
but many of the big companies 


still stick to the old customs of appeai 


exciusive, 


be made clear 


@ The records should 


on two complaints which popped up 
recently from several quarters. 

First 
in the January 
New York hearings on charity rackets 


» 
Remember our feature story 


issue describing the 


and reviewing what The Reporter has 
done over the past four years in an 
attempt to clean up a deplorable situa 
tion? Some people in the charity field 
got the idea we did not approve of 
charities using the mail, or that we 
were attempting to hurt charity solici- 
tations. How these folks got this idea 
is beyond us because we thought | it 
was all very clear. This reporter has 
worked for years with many of the 


people. We 


have done everything in our power 


legitimate social service 


to help them. 


We knew the racketeers were weak 
ening public confidence and that this 
weakening would eventually hurt the 
responsible and reputable people in 
the field. That 


when the 


was proved last De 
cember publicity in the 
newspapers caused a shrinkage in re 


(And the 


be blamed entirely on economic condi 


turns shrinkage could not 
tions, because retail sales held up well ) 
So get it straight . . . this reporter 
believes in and will support all good 
charitable drives. We just don’t like 


the racketeers and will 


continue to go 


after them. 


Second: Some people in the charit 
able tield have been upset about The 
Reporter's attitude against preferential 
third class postal rates for charitable, 
educational, union, veteran and other 
non-profit organizations. All these peo 
from the increased 


postal rates passed by Congress several 


ple were exempt 
years ago. And they would be exempt 
again if the present bill becomes law. 
In other words, Congress has set up, 
and will continue to set up, two classes 
of citizens using the same, identical 
class of mail. That is, commercial or 
ganizations, fighting for existence, pay 
higher rates than non-profit organiza 
tions, although both receive exactly the 
same kind of service. We understand 
there are something like 63,000 organ 
izations in the U.S. A. enjoying this 


present preferential rate. 


This reporter personally doesn't like 


the idea because it confuses the whole 


postal situation .. but he agrees that 


there are arguments on both sides 


Perhaps it is necessary to subsidize in 


some way the great charitable and 


educational institutions. But we see 


no sound reason why a union, tor 


example, should enjoy a lower postage 
| 


rate than the employer who creates the 
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jobs. We see no reason for associations, 
such as accountants, etc., getting pref 
erential rates. And that applies to 
veterans’ groups and other club ac 
tivities. 

But, and this is a big BUT, if Con 
gress and the Post Office Department 
think it is necessary to set up these 
two divisions of mail users ... then a 
complete public auditing should be 
made. The subsidy granted to the non 
profit organizations (or in other 
words, the revenue lost by the Post 
Office) should be credited to the Post 
Office from general tax funds, thus 
lowering the so-called “deficit.” Then 
the final deficit, after these and other 
subsidy and service deductions, should 
be used in determining the proper and 
equitable rates for commercial users 
of the mail. We don't see how The 
Reporter could be criticized by anyone 
for this position. It is logical. It is 
fair. We happen to know that on sey 
eral recent occasions busine ssmen sery 
ing on the board of directors of social 
service organizations have openly ques- 
tioned the wisdom or the fairness of 


receiving a preferential postal rate. 


@ The worst case of “stealing” in our 
experience came to our attention this 
month. Can’t mention names right 
now because it will probably wind up 
in a lawsuit. A Direct Mail Advertis 
ing Assn. member, during the past 
six years, has built a very successful 
mail order operation on a highly spe 
cialized product to a selective field. 
The item was unique al d the mailing 
pieces used in promoting it were also 
distinctively unique. Someone got the 
brilliant idea of starting a_ similar 
business. That in itself isn’t too bad, as 
the idea itself could not be protected. 
But the new competitor copied the 
originator’s die-cut mailing piece down 
to the last detail. | sed the exact word 
ing and style of ype. He also had the 
nerve to lift the originator’ s testi 
monials. Just changed the wording 
around slightly, but not enough to hide 
the source. And in some strange fash 
ion, the newcomer managed to “get” 
most of the originators list of cus 
tomers. In this case the postal inspectors 
would be powerless. And it is not a 
situation involving the DMAA’s Code 
of Ethics Committee, because the 
stealer is not a member. We believe 


he courts would sustain an action tor 


damages. 


@ The Post Office Department has ir 
ritated a lot of stamp collectors this 
past month by an outright propaganda 


sheet for higher postage rates. Stamp 
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collectors are on the Post Office’s press 
release list for news about new issues 
but that list is now being used 
to publicize the Postmaster General's 
demands to put the Department on a 
“pay as you go” basis. The release of 
May 13 contained a lot of dribble 
about the highly debatable “deficit,” 
not recognizing the obvious point in 
the Carlson Report about the necessity 
for deducting from the “deficit” the 
items which are purely public service. 
The Post Ottice press release attempts 
to prove that the “deficit” shows “every 
man, woman and child in the United 
States had to pay an average of $4.50 
in hidden postal taxes as opposed to 
average annual individual expenditures 
of $2.24 for postage on all classes of 
mail.” Isn’t there some law on _ the 
statute books which prohibits the Post 
master General from spending Depart 
ment funds to influence legislators? 


@ Gripes are still coming in about the 
no-gooders who are trying to induce 


people to “get into the fabulous, 





money-making mail order business,” 
or those who are offering home ad 
dressing schemes. The Post Office De- 
partment Is investigating several of the 
racketeers. One of them seems to be 
laying low at present, after being 
slapped by the Direct Mail Advertising 
Assn. for using its name in a question 
able promotion. But the operation is 
now being copied by a fellow out in 
Washington State, who is seducing 
housewives into believing they can 
make 100% profit in every mail by 
buying the $3 manual in which tells 
them how to do it. 

Then there is another fellow down 
in Texas, who is offering a “time 
tested method” of getting into the 
mail order business (with his products 
and promotional material). He doesn’t 
quite succeed in explaining why, if 
the plan is so successful, he doesn’t 
keep it all to himself. Many inquiries 
have been received on this operation 
and we reter all inquiries to our Aprii 
analysis of How to Think About Mai 


Order. 





What 





and apparel manufacturers. 






George R. Bryant Co. 

Mailing List Brokers 

75 E. Wacker Drive 
Chicago 1, Ill. 





can a 


pe LIST BROKER 
DO FOR YOU? 


If you own a list of customers or prospects a list broker will find 
other direct-mail users who can successfully rent your names for their 
one-time mailing. Or, if you need lists, the broker will comb the field 
to find those that seem best suited to your purpose. That's basic. But 
the capable broker is able to go far beyond that by applying Ais own 
practical experience to your problem. That is why a broker with long 
years of activity as a list-user and list-owner can serve your interests best 


Before he entered the list brokerage field, George R. Bryant was 
in charge of customer-list research for Montgomery Ward & Co. where 
he supervised the distribution of millions of catalogs annually. At Alden's 
of Chicago, as assistant to the sales vice-president, his activities included 
the supervision of list-scheduling, arranging for the rental of outside lists 
for Alden’s use and supervising the rental of their own lists to other 
mailers. And just prior to the establishment of his own organization he 
was catalog consultant to a number of nationally known horticulturists 


Men and women with long practical experience in the use of 
lists for their own business purposes appreciate the needs of other owners 
and users with an unmatched depth of understanding. And the George 
R. Bryant Company is staffed from top to bottom with key executives 
who have had this sort of practical experience on both sides of the mail- 
order fence over a long period of years. As list users and list-renters for 
many, many years they have the firsthand knowledge of your problems 
and needs that makes a vast difference in the results your mailings bring 
If you'd like to know just ow, write or ‘phone today to: 







Member: National Council 






George R. Bryant Co. 
of New York, Inc. 
595 Madison Avenue 
New York 22, New York 


Se 


of Mailing List Brokers 
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PLASTIC 
CALENDAR CARDS 


You can get your prospec! to carry your 
story with him — on a Hopp al! plastic pock 
et card All he need io do is reach lor his 
wallet to relresh his memory on your 
product or service name and address 
The card can contain the important mes 
sage you want hum to se every ‘ew Gays 
when he refers to the calendar, ruler edge 
or other vite! date on its reverse side The 
Hopp all plastic card is a gilt, valued and 
kept referred to and remembered 


ne lor samples and details 


HOPP PLASTICS 


460 WEST 34th STREET, NEW YORK 
Telephone BRyant 9-18p0 


better 
production 
brings 

better results 


There’s a best way to pro- 
duce direct mail. . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source Always say, 
“Are you MASA?” 

YOUR BEST SOURCE for reative ad 
rect ome ampaigns tigraphing 


mimeographing ffset and letterpress 

ng ndery mailing service 

sts. ef nformation about 

regulations and etter direct 
results 


For names of MASA 


members nearest y« write 


Mail Advertising 
Service Association 


18652 Fairfield Ave 


Detroit 21, Michigan 


Beery tt tn. 


706 midwestern direct mailers attended Chicago's first Direct Mail Day held at the Palmer 
House on May 7. At the noon luncheon (above) they heard feature speaker Congressman 
Robert J. Corbett (R., Pa.) come to the defense of direct mail by asking for a further study 
of what the postal “deficit” really is. Other direct mail days last month drew large at- 


tendances in New York and Des Moines. 


THREE SUCCESSFUL 
DIRECT MAIL DAYS 


May was a month of great activity 
in direct mail. Getting to be as im 
portant as the October annual con 
ventions. 

We printed advance program out 
lines in April issue . . . so no need 
for repetition. We cant possibly re 
produce all the good speeches, but are 
you sor highlights in other 


parts of thts issue 


giving 
without any 
reflection on other splendid discus 
sions, some of which have appeared in 
previous issues, or will be covered in 
the future. This month your reporter 
is swamped up to his neck with too 
much direct mail information. A quick 
rundown shows 

Vew York Direct Mail Day (May 5) 
drew about 625 people to the Roose 
velt Hotel 
ing meeting at the Advertising Club. 
Morning program excellent and was 
jammed. See page 28 for one high 
light and Short Notes for other details. 

Senator Estes Kefauver was fine 
(and this reporter enjoyed going out 
to LaGuardia with the welcoming 


in spite of a conflict 


party to meet his plane). General 
Chairman Joe Fischer (Reuben H. 
Donnelley Corp.) was a capable and 
gracious M.C., especially when award 


ing i plaque to Jack Kane ( Advert 


tisers Mailing Service) for “New York 
Direct Mail Man of the Year.” 
Couldn't happen to a better fellow. 
[he afternoon program was also 
tops (four speakers ), but Wwe noticed i 
startling tall-off in attendance. So in 
vestigated Too many from the audi 
ence were upstairs in various enter 
tainment suites glued to the tele 
vision. Word had gotten around that 
Joe McCarthy was on the stand under 
oath for the first time. So the Army 
McCarthy hearings nearly wrecked 
the afternoon of New York Direct 
Mail Da Our suggestion: In future 
years, entertainment suites should be 
closed during sessions . . . or at least, 
let's hope the hearings won't be run 


ning ne xt year. 
> al > 


Chicago's first Direct Mail Day, on 
May 7, pulled an attendance of 706 at 
the Palmer House. It was preceded, on 
May 6, by a full-dress, open Direct 
Mail Advertising Assn. Board Meet 
ing . . . so there were many out-of 
towners present. 

Charlie Downs (Abbott Laborato 
North Chicago, Ill.) received 
plaudits for the outstanding job 

is General Chairman. So, too, 


Roy Rylander (The Rylander Co., 
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N. Y. Direct Mail Day (May 5) was a tremendous 
success through the efforts of (left to right) pro- 
gram chairman Guy Yolton, McGraw Hill Pub. 
Co.; Felix Tyroler, N. Y. MASA; N. Y. Postmaster 
John Sheehan; feature speaker Sen. Estes Ke- 
fauver (D., Tenn.); general chairman Joe Fischer, 
Rueben H. Donnelley Corp.; and DMAA president 
larry Chait, Time, inc 


216 W. Jackson Blvd.., 


his committee for the hard-hitting at 


tendance promotion drive during the 


Chicago 6) and 


month preceding the event. Model di 
rect mail backed up by personal con 
tacts made by Chicago producers and 
suppliers. 

See other pages of this issue (and 
future issues) for morning 


Noon 


Congressman Robert J. 


program 
luncheon talk by 
Corbett made 


highlights. 


a big hit for its statesmanlike approach 
to the postal problem. (See page 6 
for our comments. ) 

The afternoon program Was devoted 
mostly to “Circles of ‘'nformation” 
with ten subject tables (all jammed). 
This seems to be the best idea, rather 
formal talks. 


Consensus ot opinion trom all around 


than a continuation of 


the map: “One of the best direct mail 


days ever staged, if not the best. 
TOP: Rep. Robert J. Corbett, House Post Office 
Committee and luncheon speaker at Chicago's 
Direct Mail Day on May 7 (center), talks over 
postal rates with A. M. Andersen, executive vice 
president of Reuben H. Donnelley Corp. and co 
chairman of the steering committee (left), and 
Chicago Postmaster Carl Schroeder (right) 
BOTTOM: Here's the Steering Committee for 
Chicago's D.M. Day, the largest held since 1917 
(seated left to right) Robert Stone, Charles Downs, 
Mrs. Edna M. Johnson, Miss Alta H. Caldwell, 
Whit N. Schultz, Roy Rylander, T. F. Filline 
standing, left to right) C. Chester Carlson, Curtis 
qitas. Robert F. Beine, George J. Cullinan, 
M. Pittenger, A. M. Andersen, George F. 
McKiernan, Sr., and Edward F. Murphy. Also 
James Saracco who is not shown in the picture 
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Tension creates envelopes that sparkle . . . 


gredient 
Creative 
ad below)—is another Tension Service! 


| creatine desiqn 


® CORRESPONDENCE 
® DIRECT MAIL 

© SELLING 

® MERCHANDISING 
°* PACKAGING 


for 


envelopes 
stir the urge to buy. Envelopes that package 


products—then help to move them off the shelf. 


However you use envelopes—a Tension “Creative 
Design” 
more effective. 


will do its part to make your envelopes 
Creative Design is the extra in- 
envelope better. 
Inventions” (see 


that makes a good 
Design, like ‘Tension 


TENSION ENVELOPE CoRP. 


New York 36, N.Y.—522 Fifth Avenue 

St. Lovis 10, Mo.--5001 Southwest Ave 
Minneapolis 1, Minn.—129 North 2nd St 
Des Moines 14, lowa—19!12 Grand Avenue 
Kansus City 8, Mo.—!9th & Campbell! Sts 
Ft. Worth 12, Texas—5900 East Rosedale 


























NOVE 


for ADVERTISING 


Rulers 
Balloons 

Key Tags 

Coin Holders 
Cigarette Liters 


Ash Trays 
Calendars 
Key Cases 
Memo Books 
Pencils 
Wallets 
Emery Boards 
Playing Cards 
Ball Pens 


Diaries 
Magic Slates 
Thermometers 


Optical 
Puzzles 


Items for Men, Women and Children in every price range with your name or Trade Mark 
se 
Economy Novelty & Printing Co. 
@ 


PE nnsylvania 6-1215 


225 West 39th St. 
Bet. 7th & 8th Aves 
Near Times Square 


Mending Kits 
Travel Clocks 
Flash Lites 
Phone Indexes 
Pocket Knives 
Advertising Neckties Letter Openers 
Pictorial Blotters 


LIIEes 


and PROMOTION 


Whistles Combs 

Crickets Bobby Pin Kits 

Spinners Lipstick Tissues 

Some Saee Brushes 

Per talders Cocktail Stirrers 

Bottle Openers Advtg. Fans 
Coin Banks 


Score Pads 
Egg Timers Snapping Guns 














MAIL ORDER 
“at sg be - Ww 
Photographer Henry Harris 


S 2.8626 884! 20th Avenve 
ESplanade . 


rooklyn 14, New York 

















Women Names For Sale 


| 

| 50,000 names of women interested in do- 
ing sewing at home for sparetime money. 

Excel'ent names for any work-at-home of- 
fers. All 1953, on gummed labels, $10 per 
M. Write: BT Advertising Service, 2108 
Payne, Cleveland 14, Ohio 























SALES LETTERS 


Letters with “instantaneous appeal,” that 
beckon to be read, that impel and sell. 
One series 27 years old. Send for circu 


lar ‘R Please write on letterhead 


“Chat Fellow Bott's 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 








NATURAL COLOR POSTCARD 
for low cost 
EFFECTIVE ADVERTISING 
Excellent for DIRECT MAIL, 
ENCLOSURE, CATALOG INSERTS 
Four rf process printing from your trans 
parency or we supply the necessary color 
work. Priced as low as 1 1 /3c each 
Send for complete samples and prices 


COLORART, INC. of New York 


475 Fifth Avenue New York 17, N. Y 











Sell Your Product Thru 


DIRECT SELLING 


MAIL ORDER ADS 
We Show You How 


EXPERIENCE COUNTS. Give your newspaper 
magezine trade paper ads the benefit of 
ght advertising and selling plan 
analysis. 3. Pulling copy. 4. Striking 
lutstanding art 6 Economical 
7. Proper size. 8. Suitable pub 
at rrect timing. 10. Pay-off testing 
techniques. 11. Effective merchandising meth 
ods 

LET SPECIALISTS HELP YOU sel! your product 
nationally, regionally. Put our creative ability 
work for y« nm securing mail orders, direct 
salespeople, agents, dealers, distrib 

quiries eads msumer demand, dis 

At y r dispose s 3) years’ know 

nm making businesses grow 


YOU PAY NO MORE for publication space 
aced through s, as we are a fully recog 
ed advertising agency. When we take your 

advertising @ mt, you deal with an organ 

r ad problems and how 


zation that knows y 


to solve ther 


APPOINT US + e ) ation ac 
vertising at ¢ srs’ rates. Give us full de 
ac Ct jget, product 


campaign 


tails ; 
sarr ther prepare «4 
ste with ad py and scheduvie 


“sf se. a subiect to our ap 


MANY SUCCESSES. Established 1923. Member 
A A AA Whether y se page or inch ads 
whether your ad budget is only a few tho 


sand mnsult 


MARTIN ‘Advertising AGENCY 


Direct Selling Mail Order Ad Specialists 
15 East 40 St., Deot. 15, New York — LE 2-475! 


$10 KIT OF 
STOCK ART 


Write now for your FREE sample Clip Book 


»f Ready-to-Use Art and new Hand-Lefttering 
m Acetate. Also details on $10 kit of stock 
art free! Cuts paste-up time and costs in 
half. N bligation. Send for yours today. 


HARRY VOLK JR. ART STUDIO 


22 West Verona, Pleasantville 2, N. J 


Respons’N -Bliotter 


LUCTOGILES REPLY -CARD RETURNS! 


The BESPONSE NH BLOTIC® 
corres @ “OUTLT . 1” 


sr mance! 

OnLy ONE ADDBESIINO 
Write to: tomes 

= tentny Wiehe 2 0249 


RESPONS N-BLOTTER « 10 Honover St. N.Y.5 


LLL EL 














Direct Mail Day in Des Moines, on 
May 11, was sponsored by the Adver 
tising Club and pulled more than 200 
Hotel Savery. Record 
attendance second only to Club’s An- 
General Chair 


persons to the 


nual Gridiron Dinner. 
man Jack Watson (Bankers Life) set 
yn promotion and handling. 
Aldens, Inc., 


“terrific’ as the fea 


a tast pace 
George Cullinan (v.p., 
Chicago) was 
tured luncheon speaker. Hope to cover 
his highlights later on. 
The afternoon session presented a 
panel made up of George Cullinan, 
Martin Baier (M.P. Brown, 
ton, la.), H. Kurt Vahle 
Corp., St Louis), 
(Meredith Publications, Des 
Deane W. Trick, 


Service, Des 


Burling 
(Cupples 
Hesse James R. 
Narber 
Moines), ( Doane 
Agricultural Moines), 
Lisle Ramsey (Aunt Mary's Birthday 
lub, St. Louis), Henry C. Cowen 
(Look Magazine, Des Moines), and, 
as moderator, Arthur Martin Karl 
(Names Unlimited, New York). 

The DMAA 
ners were on exhibition 


in the 1954 lowa Direct Mail Contest. 
> > > 


“Best of Industry” win 


as were entries 


The number of “Direct Mail Days” 
has been growing rapidly over the 
past few years ... and each year all 


of them seem to be getting better. A 


HOW R.T. FRENCH 





Over 200 attending the All-lowa Direct Mail 
Seminar (May 11) in Des Moines heard these 
afternoon panel members in action: (left to right) 
Martin Baier, M. P. Brown Co.; George J. Cul- 
linan, Aldens, Inc.; Deane W. Trick, Doane Agri- 
cultural Service; Arthur Martin Karl, Names Un- 
limited (panel moderator); James R. WNarber, 
Meredith Publications; Lisle Ramsey, Aunt Mary's 
Birthday Club; Kurt Vahle, Cupples-Hesse Corp.; 
and Henry C. Cowen, Look Magazine. 


pattern for arranging, promoting and 
staging has emerged and we think a 
should go to Ed 


lot ot the credit 


Husen of Detroit, who was one of the 


earliest 


crusaders for the idea. His 
outline for “How to Stage a Direct 
Mail Day” is hard to beat (see De 
ember 1953 Reporter). We know Ed’s 
ideas have been religiously followed by 
many of the local promotion groups. 
Judging by the crowds and the en 
thusiasm, we can predi t most safely 


that direct mail is here to stay. 


COMPANY HANDLES 
100,000 PIECES A MONTH 


] 


The Reporter passes along this case 


history of “efficiency moves” because 
so many people are worried about ris 
ing costs ol producing and handling 
direct mail. May give some of you a 
rew ideas on cost saving. 

To many people the name of R. T. 
French is synonymous with mustard, 
which is not surprising since the com- 
yany claims that their product is the 


largest selling prepared mustard in 
the world. From modest beginnings in 
1904, French's mustard has risen from 
what was supposedly a seasonal item, 
largely used for relief of aching backs, 
chilblains and asthma, to a_ popular 
year round seller. 
In addition to the condiment side 
of their business, however, the R. T. 


| rench 


ple te line ol 


ompany also produces a com 


pac kaged spices, herbs 


and extracts; pet supplies for fish and 


caged birds; silver and brass polishes; 
pie fillings and crust mixes; and ay 
powder. Such a wide 


instant potato 


range of products and the necessarily 
extensive sales organization entails con 
siderable volume of mail each day. 
Management had to find ways to ex 
the handling of approximately 


eac h Ww eck. 


pedite 
25.000 ce ] 
42, pieces of mal 


The R. T. French Company is noted 
as an extensive advertiser in national 
magazines. Since 1923, they have been 
using recipe advertisements in the 
pages of popular magazines to reveal 
new uses of their products to home 
Many of 


< oupon 


makers all over the country. 


these advertisements include 
offers of additional recipe booklets and 


samples. 
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, 
these otters 


places ; ee I ! i1nrootm. In one 














vear. tor example. more than 340,000 


recipe books were requested by mail. 


lo assess theu ‘ rtising ettective 
ch nationa ivaZine coupon 
fer contains a Key iber address. 
Although the home oftice of the com 
pany ynly builds n Mustard 
Street, ‘ rester, num 
ber given in dvertu will 
vary. Thus the k l r address in 
dicates not only wi ivertisement 
the coupon 1s I } ul lso in which 
magazines and which iss ippeared 
[ coming ire has te 
be sorted by key } ri order that 
statistics may be kept of tl pulling 
power of eaci 
Sorting of ma facilitated by 
an installation ommercial Controls 
Sorting Racks and Mailroom Tables, 


Rox nester me igh 


oviding 


imple 

; Commercial Controls Co. sorting racks and mailroom tables help to expedite R. T. French 
Company’‘s large mail volume. About 25,000 pieces of incoming and outgoing flows through 
the system shown above. 


Iront <« 
ail. Sealed 
| 


passer 


IS } 
which copes enient work space for preparation of The mailroom staff finds this mail 
thicknesses. mail for final dispatch in quick, re room equipment, especially the tables 

into the liable Bandetts which band the mail and racks, a valuable asset in speeding 
postal categories on a Com into uniform bundles of the maximum the work of their department which 


g handles over 100,000 pieces of mail a 


ontrol ssilying ! quantity permitted under postal re 
| 


ibine nict YI ( ulations. month. 


if you'd like to see 


ENVELOPES 
designed to get 
RESULTS 


mail this coupon TODAY 








CUPPLES-HESSE CORPORATION $4177 N. Kingshighway Blvd., St. Louis 15, Mo. 





YES—please send samples © mame 


firm name ——— 








address 


























you're faced with rising costs heavy 
mailing expenses expensive help for 


your addressing. Yet, you must get ovt your 


WHAT'S 


to be done? Look into Carbo-Snap. It can 
be the answer to all of your addressing 
problems. For, with your present typewriter 
and your present typist, plus Carbo-Snap you 'l! 
have the solution to all of your addressing 


problems. Is Carbo-Snap 


NEW? 


Yes, and it's made addressing news. You'll 
get the complete story of Carbo-Snap by get- 
ting in touch with us promptly 


Department No. 6 





How to make your 


DIRECT MAIL 
FUND RAISING 


more productive. 


J 

Let me tell you how I have 
helped others improve their 
appeals and increase their 
returns—and how | could do the 
same for you. 


WILLIAM M. PROFT 


27 Washington Place, East Orange, N. J. 





255 Mill Street 


Postalgram 


YOU GET ATTENTION 
WHEN YOU MAIL A GIANT “POSTALGRAM 
TO YOUR MAILING LIST. THE POSTALGRAM IS 


AN EYE-OPENING 12° XK 18 LARGER THAN 

A DOUBLE -PAGE SPREAD OF THIS MAGAZINE 

SEND FOR SAMPLES AND PRICE LIST 
MAILOGRAPH CO. INC 
39 WATER ST. NYC 
BOWLING GR 9.7777 


Me tR. ix TRAVELING RA 


Ten Hook-On T 


ng mimeog 








serting 
nm the mail r 


All- Purpose Metal wheat Corp 
Rochester 14, New York 


ee a 


[ My Mail Order Day 


t By Jared Abbeon 


Dear Friend: This is the good old 
il order method starting letter 
ind if there ever was a time in history 
when the nail order man needed a 
friend, these last few months have been 
that time \s we used to say in the 
‘Old Corps, this is where they sepa 
rate th men from the boys and the 
sheep trom the goats. Always con 
sidered our mail order outfit a man 
umong men and a rugged old he-goat 
among the sheep but I am beginning 
to suspect, judging from our returns, 
that we are just another curly lamb 
going to the slaughter. 

Thro igh the 


bright shaft of sunlight 
through. After about a dozen different 


encircling gloom, a 
pierces 
items have failed, one quiet  litth 
sneaker has suddenly rung the gong 
ind on a minor test produced six times 
nount of orders needed to break 

it was yust two or three times, 
d proceed cautiously, particu 
the summer. But when we 
clear a green light as this, we 
throw caution to the winds and are 
| thousands of 


currently putting some 


dollars into larger tests, spreading over 
4 spectrum of lists ranging from doc 
lovers. Maybe I won't 
ible to buy a new Cadillac this 
not that I have had an old Cadil 
if this item fulfills its initial 


tors to tower 


promise, will purchase some mink seat 


covers for the old jallopy. 


> > 
Speaking of old jallopies, old faith 
ful now has 94,000 miles on the speed 
ometer. | bring this out in passing just 
let you know where the money ts 1n 


mail order field. My 


shiny station wagon; my printer 


addresser 


1 shiny station wagon and a rea 
sonably new car, and the manufacturer 


ho supplies me my goods has just 


rchased his second new car agency. 
the day:- Who is getting the 
| the stick? 


he heading of insurance, you 


robably carry burglary insurance tor 


| 


erchandise, tire insurance tor 


liny, embezzlement insurance 


Oval employees, but have you 


ever thought of insuring your mailing 
list by the simple expedient of putting 
in a tew dummy names? Over the 
years we have consistently had a few 
happy dummies in our list, and lo and 
behold, this past week one got a piece 
of mail from a company that had 
rented our list about six months ago. 
Upon querying through the list broker, 
the original renter admitted (ha ha) 
that it was (heh heh) a clerical error 
through ignorance on the part of a 
minor employee. This outfit was big 
enough to know better and as we al 
ways presume that people are innocent 
until proven guilty, we are (ho ho) 
billing them for the additional rental. 
Sut we had better not catch them mak 


ing the same “mistake” twice! 


There appears to be no end of these 
so-called magazines that pick up pub 
licity releases and then write you a 
form letter saying they will be glad 
to reprint them in their own publica 
tion upon the receipt of $15 to $25 to 
As $5 is a good 


price tor a magazine to pay tor an en 


cover engraving costs. 


graving, and as far as we know most 
of these rags don’t print enough circu 
lation to put a copy in each telephone 
booth in the Union Railroad Station 

Los Angeles, they are not worth the 
paper they are printed on. For our 
money, strictly a racket, but new ones 
crop up at the rate of one or two a 
nonth. | 


lie off of their own weight. 


ventually they will probably 


Fellow wants to know what the cost 
of new business should be in the mail 
order field. That’s a good question 
ind deserves a good answer. But | 
lon't know the answer unless it is to 
say, and this is not meant face 
tiously, that the cost of any business 
should be less than the profit obtained 


on the business. 


and not too 
When 
? The 


to this one is: Get three mail 


Another good question 
arly in the year to consider 
should 


answer 


| mail tor Christmas 


order “experts in a circle. The first 


one will say, “Mail as early as possi 
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ble to beat the competition and give 
the customer time to consider your of 


“Mail 


at a medium time so as to allow time 


fer”. The second one will say, 
tor receiving the orders, filling and 
shipping”. The third “expert” will say, 
“Mail at the last 
put on the big rush act and 


possible moment, 
catch 
people when they must buy”. You 
pays your money and you takes your 
pick. We like to mail small mailings 
very early and then, if the results leok 
good, hit it with everything we've got 
at the last This 


means that some orders must go out 


possible moment. 
air mail, and special delivery and a 
few people will get their merchandis« 
late but humans being what they are, 
they will procrastinate to the last mo 
ment and we like to catch them at the 


last moment, 


Note in the April issue of Moder? 
Lithography that the Widders Print 
ing & Litho. Co., of Springfield, Mo., 
has their checks made out as 
“ “Dear 
order of) this Feller . . this much 
Dollars. He's got it 
We'll drop over in a day or 
Shore git 


humor 


tollows 


Bank Please give (to the 


of our money 
comin’, 
so with another little dab. 
' 


away, dont it \ note ol 


can go a long way istomer rela 


tions, even on a check 


Speaking ot checks, the worst check 
writers in this country today are do« 


tors. Seems like we ret about one or 


two a month from these noble and 


busy men where they forget to sign 


their name. 


We know that hing that can be 
sold, can be sold | m . However, 
“Popular 


h ind 


the ad_ that we 


Science” the other d f a 
decorated toilet seat, 


extremes 


Well, I gotta get 


as my wile 


work ofr, 
‘loafing 
’. Some 


quaintly 


around in that filthy old office 


how or other, you find in the mail or 


der business, which is usually adver 


tised as a ‘simple, 


of making a living few hours a 


' 
easy, pleasant Way 


day” that the few hours a day stretcl 
to about twelve ind the few days 


stretch i about SIX a week, 52 weeks 
t 7 
a year. But its all fun and it all 


counts on 5U years 


JUNE, 1954 


Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


CLASSIFIED 


ADVERTISING 








ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks churches - institutions 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 





ADDRESSING PLATES 


If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Write to Box 61, The Reporter 
Garden City, New York 





ADVERTISING AGENCIES 


For pulling direct selling mail order ad 


vertising campaigns in newspapers, 
magazines, trade papers, consult Mai 


tin Advertising Agency, 15 E. 40 St 
Dept. 33A, N. Y. LE 2-4751. Est. 1923 





FOR SALE 
[TYPEWRITER — IBM electric 


hauled, like new. Elite type; gray fin 
ish. $185.00. Also FLEXO 
WRITER, complete with 2. electric 
typewriters Excel. cond. $500 
J. Abrams, 331 Emerson St., 
Washington |1, D.C 


over 
offer a 


Harry 


N. W 





HELP WANTED 


ALL-AROUND AD MAN — Excellent 
opportunity and salary for all-around 
ad man with flair for creative direct 
Should have advertising experi 
ence in packaging materials or print 


mail 


ing papers. Eastern location. Inquiries 
will be handled in confidence if de 
sired. Box 63, The Reporter, Garden 
City, N. Y 


ADVERTISING ¢ COPY CONTACT 
Leading Direct Mail Agency 
$125.00 Start 
Must recognize the challenge and op 


Work 


ing bac kground in production and esti 


portunity direct mail represents 


mating successful campaigns — book 
lets, brochures, promotional activities 
Ability 

Keen 
interest in personal contact and selling 
Working 
tunity and support are excellent. Lo 
cation N.Y.C Write Box 65, The Re 
Garden City, N. Y 


including letters and mailing 


to think, write and sell creatively 


a must conditions, oppor 


porter, 





HELP WANTED 

New England manufacturer has open 
ing for sales promotion man with direct 
mail background. Must be able to di 
rect department and handle all sales 
promotion to hundreds of sales people 
Excellent opportunity for right man 
Please give complete background in 
first letter. Write Box 64, The Reporter, 
Garden City, N. Y. 





ae _ LTS _ 


500 - 1,000 NEW PROSPECTS—A list 
of new firms just formed with name, 
address and type of business. Mailed 
weekly. Send 
service to Dynamic Direct Mail, 


Ocean Parkway, Brooklyn, N.Y, 


$2.50 for one month's 
3100 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker — TODAY 
or Tobe’s, Niagara on the Lake, Canada 





MISCELLANEOUS 


“FACSIMILE” MIMEOGRAPH STEN 
Ca. for mimeographing complex 
forms, art work, printed copy, letter 
heads, even photos, on your mimeo- 
graph mac hine Exclusive STENAFAX 
process cuts stencil electronically for 
$1.50. Write for samp'es and informa- 
tion 
COMMERCIAL LETTER, INC 
Stenafax Department 
1209 Washington Avenue 
St. Louis 3, Missouri 





OFFSET CUTOUTS 


Stock promotional headings for repro 
duction. OFFSET SCRAPBOOK NO. I, 
containing 1500 classified specimens, 
only $3.00 postpaid. It's a rich source 
help and _ inspiration. 
Available also are 
containing promotional 
art, cartoons, type fonts, borders, 
panels, holiday art, etc. Most complete 
service in U Ss Free desc riptive folder 
A. A. ARCHBOLD, Publisher, P. O 
Box 20740-K, Los Angeles 6, Calif 


of practical 
Thousands in use 


other books 





a _ WANTED _ 


Used Inserting and Mailing Machines. 
No dealers. Box 62, The Reporter, 
Garden City, N. Y. 


Eastern lettershop looking for used in 
mailing machine Write 
details, best price Box 67, The Re 
porter, Garden City, N. Y 


serting and 


One or more used wide carriage (16° 
or 20’) Elite typewriters with carbon 
attachments. Details to Box 68, The 
Reporter, Garden City, N. Y 


























DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER 


ISSUE, $15.00 PER YEAR 

















ACETATE SHEET yay 
Bardes Company r N. 5th Street, Milwaukee, Wis 
sppanannes 
Ace Typing Service 467 Second Avenue, New York 16, N.Y 
Advertising Enterprises 82-66 Grenfell Street, Kew Gardens, N. Y 
reative Mailing Service 460 No. Main St., Freeport, N.Y 
ell Letter Service 61-07 159th St., Flushing, N. Y. 
Fair Mail Service 417 Cleveland Ave., Plainfield, NJ 
National Advertising Service, inc 2055 N. 17, Kansas ty 4, Kansas 
ADDRESSING MACHINES 
Addressing Machine & Equipment Co 326 Broadway, New York 
The £ tt Addressing Machine C« 155A Albany St Cambridge 3 
aver & Wallingford 143 West Broadway, New York 13 
ADDRESSING — TRADE 
Belmar Typing Service 107-32 104th Street, Ozone Park 
Shapins Typing Service 68-11 Roosevelt Ave., Woodside, N.Y 
ADDRESSOGRAPH PLATE EMBOSSING 
8 Nagele Court, Merrick, N. Y 


ADVERTISING AGENCIES 
Ad ribe > & Box 254 North Cantor OF 
Frederick Asher, Ir Advertising 20 N. Wacker Drive, Chicago 6, |! 
institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
The Jay 4. Maish Company On Gospel! H Marion, Ohio 
40. N. Y. 16. NY 


W. Weeks 


Martin Ad Agency (Direct Se rder 15 PA. £ 


4 
Roskam Advertising (Mai! Order 1430 Grand, Kansas 
ADVERTISING ART 
P.O 


Art Mart Service Box 2121, Dallas 2 
Raymond Lufkir 24 West Clinton Ave Tenaf 
Ray Thompson Cartoon $ Box 134 
Trapkus Art Studi« ma Ads 349 Tenth St Moline 
Harry Volk Jr. Art Studi« 400 Central Building, Atlant City 
ADVERTISING BOOK MATCHES 
n f America 3433-43 West 48th Place, Ct 
AUTOMATIC TYPEWRITERS 
Typewriter 614 I 
AUTOMATIC TYPEWRITING 
Ambassador Letter Service Co 11 Stone St.. New York 4, N.Y 
Arrow Letters re 307 West 38th S New York 18, N.Y 
Pat Goheen & Associates (25 Rot 117 Meridian St nd 5, Ind 
MacCallum Letter Service 7 So. Dearborn St h > 3, Il 
BLOTTER SPECIALTIES 


Hanover treet New York 5 N.Y 


BOOKS 
Photo Engraving, Horan Engraving Co., N.Y 
Repro Art Press, 80 Sth Ave New Yor 
BUSINESS CARD SERVICE 
270 Lafayette 
CATALOG PLANNING 
anning Company 101 West 55th St.. New York 19, N.Y 


COPYWRITERS (Free Lance) 
64 E. Jackson Bivd., Chicago, 4, Ill. 
ement. .A-21 Ogontz Manor, 5600 Ogontz Ave., Philadelphia 41, Pa 
Osann 175-35 88th Ave Jamaica 32, N. Y 
f e 30 West 15th Street, New York. N.Y 
ville E. Reed First National Bank Bidg., Howell, Michigan 
Roskam Advertising (Ma Irder 1430 Grand, Kansas City 6, Missour 
442 East 20th St.. New York 9, N.Y. 

DIRECT MAIL AGENCIES 
Homer J. Buckley 57 East Jackson Bivd., Chicago 4, Ill. 
The Buckley rganization Lincoln-Liberty Bidg Philadelphia 7, Pa. 
kie-Raymond, inc theraton Bidg., 470 Atlant Ave Boston, Mass 
kie-Raymond, Ir 521 Fifth Avenue, New York 17, N.Y 
rect Ma ervices 5 Luckie Street, N. W., Atlanta 3, Georgia 
Duffy & Associates 918 North 4th Street, Milwaukee, 2 Wisconsin 
The Folks on Gospel H 400 S. Main Street, Marion, Ohio 
Frederick E. Gymer 2123 East 9th St., Cleveland 15, Ohio 
institute of Sales Promotion 3) Lafayette Street, New York 13, N.Y 
Mailograph Co., Inc 39 Water Street, New York 4, N.Y 
Proper Press, !nc 129 Lafayette Street, New York 13, N.Y. 
Reply-O Products Co Central Park W., New York 23, N.Y 
Roskam Advertising (Mai! Order 1430 Grand, Kansas City 6, Mo 
Sales Letters, In 250 West 49th St New York 19, N. Y 
lohn A. Smith & Staff 1? Beacon St., Boston 8, Mass 
Cari G. Vienot. In 134 Summer St.. Boston 10, Mass 


DIRECT MAIL — DEALER HELP 
National Advertising Service, Inc 55 N. 17. Kansas City 4, Kansas 
DIRECT MAIL EQUIPMENT — MANUFACTURERS 
A Purpose Meta! Equipment SM Street. Rochester 14. N.Y 
Felins Tying Machine Company 3351 North 35th St.. Milwaukee 15, Wis 
Tested Products Company 15115 Lanning Ave., Div. Az, Lakewood 7, Ohio 
DIRECT MAIL — GIFTS 
George E. McWeeney Co 120 Milton Avenue, West Haven } Conn 
ELLIOTT STENCIL CUTTING 
& Machine C 64 W. 23rd St., New York 10, N.Y 
149 Broadway, New York 6, N.Y 
460 North Main St., Freeport, N.Y. 
ENVELOPES 
American Envelope Mfg. Corr 26 Howerd St., New York 13, N.Y 
The American Paper Products Co East Liverpool, Ohio 
Atlanta Envelowe Co., 1700 Northside Drive, P.O. Box 1247, Atlanta 1, Georgie 
Boston Envelope Co 397 High St., Dedham, Mass 
The Clasp Envelope Compan 98 Bleecker St.. New York 12, N.Y 
Columbie Envelope Co. 2015 N eathess Ave. Melrose Park, !!!., Chicago Sub. 


N arpenter 


St 


John Yeargain 


Address-O-Rite Sten 
Clear Cut Dur ating 
Creative Mailing Service 


46 


Samve! Cupples Envelope Co., Inc 360 Furman St., Brooklyn 2, N.Y. 
Cuppies-Hesse Corp 4175 N. Kingshighway Bivd. St. Louis 15, Mo. 
Curtis 1000 Incorporated Capito! Ave. & Fiower St., Hartford 6, Conn. 
Detroit T ar Envelope Company 1041 14th St Detroit 6, Mich. 
Double Envelope Corporation P. O. Box 658, Roanoke 4, Virginia 
Garden City Envelope Co. 3001 North Rockwell St., Chicago 18, Ill. 
Gaw-O' Hara Envelope Company 500 N. Sacramen Bivd., Chicago 12, II 
The Gray Envelope Mfg. Co., inc 55 33rd St. Brooklyn 32, N.Y 
Heco Envelope Company 4500 Cortland St Chicago, 39, Ili 
McGill Paper Products, Inc... 301 Park Ave., Minneapolis 15, Minn 
Orgier Envelope Co In 167 4lst St _—_ yn 32, N. Y 
Rochester Envelope C« nester 14, N.Y 
The Standard Envelope Mfg. Co 1600 East. 30th. St. Gosauen 14, Ohio 
Tension Envelope Corporation 522 Fifth Avenue, New York 36, N.Y. 
Tension Envelope Corpor > 19th & Campbe Sts., Kansas City 8, Mo 
Trans Envelope 2 ; Avenue Ch ago 8, Iilinois 
Trar Envelope Z tor erse ty, New Jersey 
United States Enve pr ngfield 2, Mass. 
The Ww t conve pe )r 
Wolf Detroit Envelope y 
ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, _ Chicago, Sub 
Curtis 1000, Ir apit Avenue and Flower t ' rd, Conn 
Du-Plex Onvelope Cort 3026 Frank Bivd hicago 12, | 
Garden City Envelope Co 3001 North Rockwell St. Chicago 18, III 
Tension Envelope rporatior 19th & Campbe Sts Kansas City 8, Mo 
FOREIGN MAILINGS 
e Antor 

FOREIGN POSTAGE 

6 Lahey Street, New Hyde Park, New York 
FUND RAISING 

Ass ates 27 Wast j 
IMPRINTERS — SALES LITERATURE 
L. P. MacAdams Company x01 hn Street, Bridger t 3, Connecticut 
Wolfe Imprinting Company 52 Pear! St., Buffalo 2, N.Y 
INVISIBLE INK POSTCARDS 

Morley W. Jennings ; East Orange, New Jersey 


LABEL PASTERS 


Foreign Postage Service 


Potdevin Machine 


LABELS 
Penny Lale!l Company 9 Murray St., New York 7, N.Y. 


LETTER GADGETS 
Hewig Compary 45 West 45th St.. New York 19, N.Y. 
A. Mitche 111 West Jackson Bivd., Chicago 4, Illinois 
A. August Tiger 545 Fifth Avenue, New York 17, Y 


LETTERHEADS 
Brunner Printing Company, In 190 Jeffersor Memphis, Tenn 
Harper Engraving and Printing 2 prir "9 ‘ lumbus 15, Ohio 


R. O. H. Hill n R Lafayette et, New York 12. New York 


MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Company 


MAIL ADVERTISING SERVICES (Rettershepe) 
Acme Mail Advertising (¢ 1 f ige maha Nebraska 
Advertisers Associates n 1627 Penr Pe Pittsburgh 22, Pa 
Benart Mail Sales Service, Inc 228 East 45th St. New York 17, N.Y. 
Century Letter Co., Inc 48 East 21st St New York 10, N.Y. 
Mary Ellen Clancy Company 250 Park Avenue, New York, N. Y 
Cleve i Lette erv 74 N r r Ave eveland 13 >. 
A. W c 386 V 5 Toronto 2, Ont., Can 
Fair Mai! : Cleveland Ave. Plainfield, N.J. 
The Folks on Gospel Hil! Al >. Main Street, Marion, Ohio 
General Office Service ! 527 N.W Washington 1, D. 
Raloh E. Harris As ate 2714 Walr Pr adelphia Pa 
17 b 


Scranton, Pennsy!vaniae 


The Lemarge Company ago (7, | 
The Letter Shop 2) y Frar 5, Ca 
nq tsliand Letter € ») Mine R / Mine " N.Y 
MacCallum Letter Service Dearborn St., Chicago 3, Ill 
Mailograph Co., Inc 39 Water St., New York 4, N.Y. 
Mailways Ken 200 Adelaide St., West. Toronto 1, Ont., Canada 
National Advertising Service, Inc 2055 N. 17, Kansas City 4, Kansas 
Premier Printing & Letter Service 62 Texas Ave., Houston 2, Texas 
: chester Consumer Advertising rt 21 Ly ~ hester 6, N.Y 
Roskam Advertising (Ma Order 6 West 10t Kansas City 5, Mo 


The Gytender Company 216 West Jackson Bivd., eee od 6, AL 


Wood A... asit Adv Service 1304 “Arch St., Ph ladelphi o7, Pe 


MAILING LISTS—Brokers 
Archer Mailing List Service 10 West 55th St., New York 19, N.Y 
* George R. Bryant f N.Y 595 Madison Ave., New York 22, N.Y 
George &. Bryant 75 East Wacker Drive, Chicago 1, I! 
Walter Drey Inc 33 Michigan Avenue hicago 1, Illinois 
Walter Drey, Inc 257 Fourth Ave., New York 10, N.Y. 
* Guild Company 160 Engle Street, Englewood, New Jersey 
Lewis Kleid Company 25 West 45th St New York 36, N 
Willa Maddern, In 215 Fourth Ave., New York 3.N_Y 
Mosely Mai! Order List Service 38 Newbury St., Boston 16, Mass 
Nemes Unlimited, inc 352 Fourth Ave., New York 10, N.Y 
{ Natwick 46 W. 52nd St.. New York 19, N.Y 
Suchen Advertising (Mai! Order 1430 Grand, Kansas City 6, Mo 
Sanford Evans & Co. Ltd 165 McDermott Ave., Winnipeg, Canada 
* James E. True Associates 419 4th Ave., New York 16, N.Y 
* Members — National Council of Mailing List Brokers 


THE REPORTER OF DIRECT MAIL ADVERTISING 





MAILING LISTS—Compilers & Owners 
Albert Mai'ing Lists 120 Liberty Street, New York 6, New York 
Allison Mailing Lists 400 Madison Ave., New York 17, N. Y. 
Arrow Industrial Lists Box 910, Holyoke, Massachusetts 
Associated Advertising 6ervice 613 Willow St., Port Huron, Mich 
Bodine’s of Baltimore 444 E. Belvedere Ave., Baltimore 12, Md. 
Bookbuyers Lists, Inc 363 Broadway, New York 13, N.Y 
Boyd's City Diepetch, .114-120 East 23rd St., New York 10, N.Y. 
BT Advertising Serv 2108 Payne, Cleveland 14, Ohio 
Catholic Laity Bussey. 45 West 45th Street, New York 36, New York 
Chicago Mailing List par 53 West Jackson, Chicago 4, Illinois 
Creative Mailing Serv 460 No. Main St., Freeport, New York 
Walter Drey, Inc 333 N. Michigan Avenue, Chicago 1, Illinois 
Walter Drey, Inc 2 rth Avenue, New York 10, New York 
Drumcliff Advertising .....+Hillen Rd., Towson 4, Med 
Dunhill List Company 1 565 Fifth Ave.. New York 17. N.Y 
industrial List Bureau... Place, New York 3, N. Y. 
ewish Statistical Bure 20 B jway, New York 7, N.Y 
Kozak South Lyon Street, Batavia, N.Y. 
The Walter S. Kraus 4 1 42nd St., Long Island City 4, N.Y 
McGraw-H Book Compan ' 330 W. 42nd St., New York 36, N. Y. 
Mapleton Service Comgs 339 Kings Highway, Brooklyn 23, N.Y 
Market Compilation Bur 4 Ventura Bivd., N. Hollywood, Calif 
Montgomery Engineer 8500 - 12 St., Detroit 6, Michigan 
Official Catholic tory $ 12 Barclay St New York 8, N.Y 
Paramount Mai ng Lis $ 77-14 138th Street, Flushing 67, N.Y 
W. S. Ponton, Inc 50 East 42 Street, New York 17, N.Y 
Rochester Consumer Advertising rporation 210 Lyell, Rochester 6, N.Y 
Progre r Wm. [ Ryan, Sales Mor 
232 N. Canon Dr Beverly Hills, Calif 
MAIL ORDER hw ey 
4d Elm Lane, Glencoe, Illinois 
MATCHED sranoeuy 
Tension Envelope Corporation 19th & Campbell Sts.. Kansas City 8, Mo 
MESSENGER TRUCKING SERVICE 
ster 461 4th Avenue, New York 16, N.Y 
MIMEOGRAPH MACHINE 
Addressing Machine & Equipment Cc 326 Broadway, New York 7, N. Y 
MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Company 19 So. Wells St., Chicago 6, III 
MULTILITH & MULTIGRAPH MACHINES 
Addressing Machine & Equipment C 326 Broadway, New York 7, N. Y 
Feta — 
E 7 y v y Pr tir WwW rr ‘ Ne w York 12 N y 
PAPER MANUFACTURERS 
The Beckett Paper mopar Hamilton, Ohio 
Eastern Corporation Bangor, Maine 
Esleeck Manufacturing mpany rners Falls, Massachusefts 
Fox River Corp Appleton, Wisconsin 
W. C. Hamilton & Miquon, Pennsylvania 


thwesterr 


Whitt Northmore 


Mercury ervice y 


Names 


TWO Ave... New York 
INNOVATIONS so of 


During the past mont this re- 


porter attended t\ luncheons 


it which innovat introduced. 

Sloves Mechanical inding Cx 601 
West 26 St., New rk 1, N. Y., un 
veiled on April 0, 
and graphi ts press, a new “Sloves 
Idea File,” 
executives who request from Jack 


Sloves. It ts a personalized file box 


idvertising 


uilable to 


containing specimens ol | types of 


binding and a series of illustrated in 


dex cards (which will supplemented 


trom time to time ving case his 
tories of unusual or outstanding bind 
ing jobs. It ts | worth having. 
Incidentally, specially designed 
invitations | t Sloves luncheon 
physical, 
is al 


were out of this world. A_ binder’s 
dream piece oo elaborate to describe. 


Unusual cover stock, leather inserts 


with rold imprinting, R.S.V.P. stantly being made. 
long time for the 


pocket with personalized, gold im 
printed invitation form and stamped order, field to 


return envelope. When Jack Sloves 


stages a party, he does it up brown. of list auditing. 
Looking back 
reporter remembers 
The other luncheon was a private or 1926, Ward Gavett (then with R. L. 
Detroit) worked hard to steam . . . and it certainly appears to be 


Mailing List Audit 


party at the lvertising Club, given Pol 
by Arthur Martin Karl, president ol up interest in a 


JUNE, 1954 


Inc., 352 
N. Y., tor 100 or 


nlimited, 


his customers < 
press. He unveiled 


Jack Sloves’ “Idea File”’ 


all the details of the list makeup 
geographical, 
ready in operation and many audits 
have already been made and are con 
direct mail, or mail 
around to doing 


something about 
that around 1925 


auditing bureau. 


Erie, Pennsylvania 
.220 East 42nd St., New York 17, N.Y 
Brookfield, Massachusetts 
810 Public Ledger Bidg., Philadelphia 6, Pa 
Mohawk Paper Mills, Inc 465 hepenaes Street, Cohoes, New York 
Neenah Paper Co. . .Neenah, Wisconsin 
Nekoosa-Edwards Paper Co cone sénuen Port. ‘Edwards, Wisconsin 
Rising Paper Company Housatonic, Mass. 
PARCEL POST MAILING BOXES 
Corrugated Paper Products, Inc. 2235 Utica Ave., Brooklyn 34, N. Y. 
PHOTOGRAPHERS 
Henry Harris 8841 - 20th Avenue, Brooklyn 14, N.Y. 
PHOTOS IN QUANTITY 
350 W. 50th St., New York 19, N.Y 
P O. Box 1941, Bridgeport 1, Conn 
PHOTO-REPORTING 


Sickles Photo-Reporting Service 


Hammermil! Paper Company 
International Paper Company 
McLaurin-Jones Company 
Mead Sales Co 


Moss Photo Service, inc 
Mulson Studio 


38 Park Place, Newark, NJ 
PLASTICS 
Hopp Plastics 460 West 34th Street, New York, N.Y 
POSTAL INFORMATION 
150 Nassau Street, New York 38, New York 
COLOR POSTCARDS 
350 West 50th St., New York 19, N.Y 
PRINTING—Letterpress 
The Davenport Press, inc.... .Main St., Mineola, N.Y 
PRINTING— Offset Lithography 
H. S. Crocker Company, Inc ..San Bruno, California 
PRINTING—Letterpress and Offset Lithography 
Paradise Printers and Publishers Paradise, Pennsylvanie 
Printcraft Press, In 29 West 28th St.. New York 1, N.Y 
Proper Press, Inc.. .129 ‘ta Street, New York 13. N.Y. 
PUBLICITY-PUBLIC RELATIONS 
Arthur Pine Associates 67 West 44th St. [New York 36, N. Y 
SALES PROMOTIONAL COUNSEL 
Martin Ad Agency (Direct Selling Mail Order) 15 PB E. 40, N. Y. 16, N.Y 
SYNDICATED HOUSE MAGAZINES 
The William Feather Co 812 Huron Rd., Cleveland 15, Ohio 
Wetmore & Company ‘Business Brief,“” 1015 So. Shepherd Dr., Houston, Tex 
TRADE ASSOCIATIONS 
Direct Mail Advertising Assn 381 Fourth Ave,. New York 16. N. Y 
Mail Advertising Service Assn. 18652 Fairfield Ave., Detroit 21, Mich 
TRUCKING — MESSENGER SERVICE 
Mercury Service Systems, In« 461 4th Avenue, New York 16, N.Y 
VARITYPE EQUIPMENT 
Zenith Typewriter & Adding Machine Co. 34 E. 22nd St. New York 10, N.Y 
XEROGRAPHY — PLATES 
Clear-Cut Duplicating Company 149 Broadway, New York 6 N. Y 


Postal Digest Company 


Moss Photo Service, Inc 


2 Fourth The idea was good, but the field 


wasit ready for it. 


the advertising And then going back into old issues 


the new program of The Reporter, we found in the 
for auditing mailing 
" user of rented mailing lists will know 


lists so that the June 1941 issue a speech made by 
George Dugdale (The Drumceliff Co., 
Hillen Road, Towson 4, Maryland) on 
June 11 of that year before the Phil 
adelphia Direct Mail Club. Titled 
“Wanted: A Rating Bureau of Mail 
ing Lists.” George’s article stirred up 
a storm of arguments pro and con, 
but again the idea went on the shelf. 

Larry Chait (Time Magazine), pres- 
ident of the Direct Mail Advertising 
Assn., revived the subject in 1953 in 
a speech before the Boston Mail Selling 
Club . . . again causing considerable 
argument. 


Arthur Karl finally decided that 
somebody ought to do something, so 
etc. The plan he has plunged ahead and is making 
considerable progress. There was con 
siderable question in the minds of 
It has taken a those who saw the first presentation as 
to whether the plan could be operated 
successfully by one list broker, or 
whether it would be better to have an 


industry-wide setup to handle all the 


touchy subject 
the years, this complicated auditing details. Perhaps 
that will develop in the future if the 
present experiment proves successful 


successfully launched right now. 





TICONDEROGA 
TEXT 


A paper that makes the best 
of fine printing. Watermarked Ti-Text 


; is the choice for quality work 
at low cost... 


the logical paper for booklets, 


isthe base ofthe job Gkivinsa. 


Available in seven wanted colors, 
plus Cream and Brite White.... 
laid or wove finish, plain or 
deckle edges. Choice of 60 Ib., 
70 Ib., and Cover weight. ... 
envelopes to match. 


THE “STONE” MAN is the craftsman who 
locks up the forms in the chase, for the press. The 
job must be squared up, tight and in correct 
position. Accuracy is most important. 

> 


‘s | 
Woxeternational Dp per 


COMPANY 


PAPERS FOR PRINTING AND CONVERTING 


220 East 42nd Street, New York 17, N.Y 





